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APEX Ironer Sales Are Booming—Get Your Share NOW 


1936 is well on its way to be a record-break- more profits—real merchandise-moving 
ing year for APEX Ironer Sales. Reason: RESULTS any way you look at it! 

the handsome line of APEX Ironers—team _ Big department and furniture stores, smi 
mate of the famous APEX Washer Line—és specialty shops, and utilities say the APE} 
unmatched in utility, beauty, and price appeal! \roner line and the APEX Big 3 Sales Plat 
Combine these favorable factors with the are the most profitable they ever saw! 
effective APEX Big 3 Sales Plan, and you'll It’s time YOU looked into it—write or wit 
get RESULTS. Increased trade, rising sales, _ for full particulars now! 
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Stimulation 


ERCHANTS in all lines are 
M lining up to make as deter- 
mined an assault on the vet- 
erans’ bonus payments as the veterans 
themselves made on the lawmakers at 
Washington. On June 15th this money 
gets into the hands of people eager to 
spend it. It cannot fail to produce 
gains in volume during the next two 
to three months for many lines of 
business. Thousands of veterans’ fam- 
ilies are undoubtedly planning to use 
part of the money for an electric re- 
frigerator, a new washer, an ironer, 
a new range, automatic heating. 
Thousands more can be made to want 
these essentials to good living. Smart 
appliance merchants can use this bonus 
business to build a summer peak. 
Skeptics say that maybe this bonus 
money is just a shot in the arm. Home 
building, however, is a long term and 
fundamentally important factor in ap- 
pliance selling. And home building 
is under way and gathering momen- 
tum. Figures gathered by F. W. 
Dodge for thirty-seven states East of 
the Rockies show a total of $190,987,- 
600 in residential building contracts 
awarded during the first four months 
of this year, an increase of 68.4 per 
cent over 1933. 


Cooperation 


INE years ago it was news when 
pe Electrical Merchandising printed 
an account of a West Coast utility 
cooperating with dealers to sell mer- 
chandise. Today it would be news if 
we could find a utility that does not 
cooperate with its dealers. With the 
Edison Electric Institute meeting in 
National Convention in St. Louis this 
month, it is a good time to point out this 
change, and to recall some of the pol- 
icies and practices that have come 
about in nine years’ experience of co- 
operation, not only on the part of util- 
ities with dealers, but on the part of 
dealers with utilities. 

The writer recently had an oppor- 
tunity to examine the basic sales pol- 
icies of a number of utilities from all 
parts of the country. Outstanding was 


the similarity of these programs in 
stressing the importance of developing 
business for dealers. There were plans 
for financing, promotion, display ad- 
vertising, all to make a market for 
the dealer to sell. The achievement 
of a commercial manager in a power 
company is no longer measured by 
the goods sold by his company but by 
the total equipment put on the lines 
and the resulting increase in con- 
sumption. It is recognized by the 
power industry that the rapid growth 
of domestic load could not have come 
about without a large number of ac- 
tive dealers working with the com- 
pany. It is no less true that the large 
volume of all types of appliances sold 
by dealers could not have come about 
without active market stimulation and 
promotion by the utilities. 


* * * * 


Agitation against utilities merchan- 
dising is no longer heard of. It 
reached its peak five years ago with 
the prohibition acts of Kansas and 
Oklahoma and proved to dealers and 
utilities that there was no profit in 
a fight. Both sides lost. 

The Refrigeration Bureau, our first 
functioning national cooperative or- 
ganization, demonstrated the results of 
working together. This great indus- 
try mevement has been the model and 
in large part supplied the organization 
for the present Kitchen Modernization 
Movement. We should mention the 
valuable contribution of Better Light- 
Better Sight—a commercial promotion 
that has achieved genuine social bet- 
terment; and also the Electrical 
Housewares Promotion, which be- 
comes more effective with each suc- 
ceeding year’s program. All these ac- 
tivities made and are making business 
and they could not have been done 
by any single industry group. They 
were organized for the benefit of the 
whole industry—utilities, manufac- 
turers and retailers alike. 


* * * * 


The utilities’ eagerness to develop 
markets through dealers has, in our 
opinion, overshot its mark wherever 
the utility has gone out of the mer- 
chandising business altogether, or re- 


duced its lines to a few major load 
building devices. Many experienced 
observers are convinced that the elec- 
trical appliance business is at its best 
in those localities where the power 
company does an active merchandising 
job of its own as well as extending 
cooperation to the local trade. Util- 
ities must lead in developing an appli- 
ance market and this leadership can best 
be exercised when they are themselves 
active in the sale of goods; when they 
actively share the problems and per- 
plexities of the dealers. Certainly the 
value of complete displays of appli- 
ances in a handsome, well located, 
ground floor store, staffed by an active 
and intelligent sales force cannot be 
overestimated. Such stores, for ex- 
ample, operated in Chicago, Philadel- 
phia and St. Louis, focus public in- 
terest on electrical merchandise in a 
way that benefits every appliance mer- 
chant. 

Programs of continuous promotion. 
possible with the merchandising utii- 
ity, tend to reduce seasonal swings. 
Important to all lines, this kind of pro- 
motion is especially valuable to some 
established lines, such as electrical 
housewares and ironing machines 
which are still not selling in their 
deserved volume. In new lines, the 
utility not only can open up the mar- 
ket cooperatively, as in air condition- 
ing, but can develop merchandising 
practices that will further public ac- 
ceptance and blaze a profitable trail 
for the dealer. 

* * + * 

This publication has consistantly 
held that the interests of the dealer 
and distributor are closely related to 
the interests of the power companies, 
that only by working together with 
mutual helpfulness can the great po- 
tentialities of the appliance market 
be realized. We believe that out of 
ten years’ experience of cooperation by 
trial and error, the industry has made 
a mighty lever to move a vast market. 
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Four years ago the dealer's problem was obtaining financing service. The editorial (above) which ap- 
peared in May, 1932, urged power companies to help dealers finance appliance sales as general credit 


restrictions were proving a barrier to sales. Today, dealers have a number of financing plans to choose from. 
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of the Federal Housing Adminis- 

tration in the field of consumer 
financing of household electrical ap- 
pliances, there has been a sort of vague 
assumption that unless the government 
stepped into the breach with some form 
of substitute that a lot of valuable 
business was going to be lost and a 
lot of hopeful dealers pushed to the 
wall. In some sections of the country, 
such may have been the case. But if 
FHA, by providing low cost, long 
term financing, focussed attention on 
this important element of appliance 
merchandising, then certainly estab- 
lished finance companies in the field 
and the utility companies in the in- 
dustry have not been slow to capitalize 
on the situation. 

To answer the question—“After 
FHA, What?’—we interviewed a 
number of established dealers in upper 
New York State in an effort to find 
out what current practice had been 
adopted since FHA had ceased to func- 
tion. The result pointed to the sur- 
prising fact that FHA had never been 
quite as important in the dealer’s 
financing set-up as we had been led to 
suppose. Some had made no use of 
it whatsoever ; a few had used it spar- 
ingly—and then only when its liberal 
terms and no recourse policy had made 
it possible to swing a larger combina- 
tion sale than the dealer’s regular pol- 
icy permitted. Few dealers expressed 
concern at its untimely end. All of 
which made one fact clear: financing, 
insofar as the dealers in that particu- 
lar territory are concerned, is | 
longer “the neck of the bottle.” 1 
availability of some form of serv 
for discounting paper, even on libe 
terms and at low cost, is an actualit 


G oi i the much-publicised demise 
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Some Dealers 


Are Not 


Worrying 


Here Are 
Some Of The Reasons 


The whys and wherefores for this 
situation are interesting. No one, cer- 
tainly, can claim that this particular 
section of the country is typical of 
the whole. Any more than the Ten- 
nessee Valley can be called typical. 
Both have had the advantage of ag- 
gressive industry action as well as 
helpful government action to make the 
purchase of electrical equipment a 
simple matter. 

Many have gained the impression that 
the plans offered through the Electric 
Home & Farm Authority in the Ten- 
nessee Valley territory were the first 
to offer the liberal terms now generally 
available, lower finance rates than 
those offered through the typical 
finance companies and the conveni- 
ence of permitting the purchaser to 
pay instalments at the same time and 
place he pays his utility service bill. 
As a matter of fact, the Central Hud- 
son Gas & Electric Company of 
Poughkeepsie, New York, had for 
some years offered a plan of its own, 
which permitted terms as long as 5 
years on a single item, provided com- 
paratively low finance rates and col- 
lected instalments with the utility bill. 

The Economy Purchase Plan, a co- 
operative arrangement between utility 
companies, appliance manufacturers 
and the Commercial Credit Company 
was adopted by the Niagara Hudson 
Power Corp. as early as November 
1933. This plan offered finance rates 
which were 25% lower than those of 
typical plans and was the first plan 
sponsored by a finance company to 
extend terms to 36 months on a single 
item and 48 months on a combination 
sale. The utility company performs 
the billing, booking and collecting of 
installments under this plan. 

The Electric Home & Farm Author- 
ity, the government agency, made a 
careful study of the Economy Pur- 
chase Plan while it was undergoing 
its field test in Buffalo and in May 
1934 the Electric Home & Farm Au- 
thority extended its facilities to several 
of the Commonwealth & Southern 
Properties, including Georgia Power 
Company, Alabama Power Company 
and Tennessee Electric Power Com- 


pany. The E.H. & F.A. plan, with 
finance costs even lower than Economy 
Purchase at the time, with longer 
terms and with considerable promotion 
and publicity, contributed to a percep- 
tible increase in appliance sales. 

In June 1935 an amendment to Title 
I of the Federal Housing Act qualified 
for financing electrical and gas house- 
hold appliances, which items had 
formerly not been included as eligible. 
Commercial banks, industrial banks, 
loan companies and certain finance 
companies realized the oportunity of 
building a large amount of volume on 
appliance paper, with the definite as- 
surance that losses on defaulted paper 
would be protected by the Authority 
up to 20% of total purchases. The 
non-recourse feature strongly appealed 
to some dealers and the policy of re- 
quiring no down payment, the provis- 
ion of 5% per annum discount rate 
and the long terms had a decided ap- 
peal to the appliance purchaser. There- 
fore, the activity of the FHA in financ- 
ing appliance paper greatly acceler- 
ated the sale of household appliances 
over the country as long as such equip- 
ment was qualified. Some may not 
agree on this point, but the figures 
prove it. However, Title I of the 
Federal Housing Act, as redrawn, 
does not include the financing of plug- 
in appliances, and, therefore, public 
utility companies, manufacturers and 
dealers are studying the plans that are 
available. 

The Alabama Power Company 
adopted and sponsored the plan offered 
through the Electric Home & Farm 
Authority in May 1934 until March 
2, 1935, on which date the District 
Court of Birmingham issued a decree 
requiring that a condition of satus quo 
be maintained under contracts between 
the Power Company and such govern- 
mental agencies. During May 1935 the 
company adopted the Economy Pur- 
chase Plan and are continuing to pro- 
vide the plan to all independent deal- 
ers in the territory who wish to take 
advantage of selling on the same rates, 
terms and conditions as the Alabama 
Power Company, which is an aggres- 

(Please turn to page 22) 
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we WHAT 


Financing emphasis 
today is on the cus- 
tomer's credit—not 
the dealer's rating. 
Credit reports on 
customers are ob- 
tained by finance 
companies. . . 


... And additional 
credit information 
on the customer is 
obtained by per- 
sonal interviews in 
the home When 
the sale is made. . . 


. . » Utilities are co- 
operating by acting 
as billing and col- 
lecting agencies for 
dealers. Customers 
may make payments 
to power company 
offices. 


Lazarnick 





Lazernick 
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"Your wife can talk to friends and acquaint- 
can be trained to give group 
lectures before women's clubs and intimate 

















By 
Gerald E. Stedman 


"Your wife can 
take over the re- 
sponsibility of 
telephone canvass 
and direct mail- 
Ribess” 


HERE is no profession that de- 
| mands more personal discipline 
or inspired energy than appli- 
ance selling. Nor is there one which 
requires so much self-training in the 
vital sciences or behaviorism and hu- 
man relations. Every moment of the 
day contains dramatic opportunities. 
Every month that passes reveals some- 
thing new that can be applied to in- 
crease one’s range of service and 
profit. We need more sales artists in 
electrical merchandising—men who 
are determined to perform far better 
than the average and who never stop 
trying to improve themselves. 






As long as a man continues to sell, 
the need for training endures. Alto- 
gether too many enter the ranks with 
the feeling that no training is required. 
All too many want it but can’t get it. 
There are others who skim over a few 
selling rules and feel they know all the 
answers. There are those who, earn- 
ing some small income which sees 
them by, have no interest in training 
for greater success. Worst of all, there 
are many old timers who make no at- 
tempt to retrain themselves. Like the 
fellow who gains a sheepskin at col- 
lege, and with a few letters behind his 
name, thinks the job of learning has 
been completed. 

I recently talked with Howard 
Cooper, vice president in charge of 
new business for Wisconsin Power & 
Light Company, a chap who is cer- 
tainly on his toes. He has been con- 
ducting highly productive sales schools 
through the properties of that utility 
and, along with the training of new 
salesmen, he finds it just as possible to 
increase the performance of old sales- 
men by retraining methods. Within 
a few months, he has increased aver- 
age individual performance of old 
salesmen 35 per cent—and that is a 
mighty healthy rate raise in income! 

Yes, we need more sales artists. 

There was Bob McClellan of Phila- 
delphia who, visiting a fellow appli- 
ance salesman, listened to his discour- 
aging harangue as he attempted to alibi 
his failure to sell. “Has your neighbor 
next door a refrigerator?” said Bob. 
He had never stopped to inquire. So 
Bob went over, sold the neighbor a 
refrigerator and took the wind out of 
his confrere’s sails. Bob was an artist 
who never permitted his drive to be 
deadened by discouragement. The 
other fellow was not. 


You don’t become a sales artist by 
declaring yourself to be one. It takes 
right motives and persistent training. 
Da Vinci always tried to paint a better 
picture. Beethoven constantly at- 
tempted to achieve the perfect song. 
But the best story has never been 
written and the perfect sales presenta- 
tion has never been made. There is 
an amazing latitude for personal im- 
provement. If you want to be an ar- 
tist, you'll have to recognize that in 
every selling act. 

Few reach the heights of sales ar- 
tistry but when they do, the rewards 
are great. There is little competition 
at the top. Selling is far more diff- 
cult for those who elect to stay among 
the mediocre mass, stumbling against 
the weak selling that always is found 
at the bottom. Get up beyond and 
away from the “also rans.” 

The more it is my privilege to stu ly 
the performance of appliance sales- 
men, the more keenly I appreciate the 
need for artistry. It is a hard thing 
to define because it concerns the spirit 
the philosophy and the underlying 
motives of a man. The best I can do 
is to give you certain requisites of 
tistry which predominate in the suc- 
cessful activities of many I have 
known. 

A sales artist seeks constantl) 
apply every power he has towards use- 
ful selling purposes. He doesn’t waste 
steam. I read recently of an old \!'s- 
sissippi steamboat with such a large 
whistle that each time it was blow! 


the boat stopped. It is a good thing 


to remember that the steam that | 
the whistle doesn’t drive the ma 
ery. If you want to become a ; 
artist, you'll have to learn how 
listen, to inquire, to avoid belliger: 
and to conserve your persua 
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DISING 


powers until, having thoroughly 
probed the prospect’s mind and having 
leflated objections by giving her a 
chance to express them, you can center 
upon one dominant issue with all the 
steam you possess. Some salesmen 
talk altogether too much and the pros- 
pect becomes tired of listening long 
fore they get around to the crucial 
ssue. Other salesmen become so in- 
tent on winning some minor argument 
hat they lose the sale. The real artist 
never blows off steam. He persuasively 
applies it at the right time and in the 
right way. 

From another angle, I have observed 
that the real sales artist sets his sights 
high. The way the veteran trainer Dad 
Moulton trained George Horine of 
Stanford, who broke the high jump 
record in 1912, has a brilliant bearing 
here. Horine kept practicing by rais- 
ing the bar a fraction of an inch and 
Moulton said, “Put that bar up six 
nches at a clip, don’t tire yourself out 
jumping up to it.” Yes, sir! the real 
artist sets a big goal to be 
reached, he doesn’t content himself 
with little accomplishments. How 
much this lesson is needed is shown 
na recent survey I made among 150 
Milwaukee salesmen. They reported 
in average present monthly income of 
$148.75. When asked what income 
was desired, the average was only 
$182.20. In other words, they are 
satisfied with an increase of little more 
than 20 per cent when they should 
want to double their income. 

The sales artist continuously at- 
tempts to increase the number of his 
contacts, and there is tremendous op- 
portunity for improvement from this 
ne direction alone. In this Milwaukee 
survey I asked salesmen to estimate 
their weekly contacts of various kinds 
and to state to what weekly limit these 
might be enlarged. The record fol- 
1OWS : 


sales 


Present Estimated 
Average Possible 


Phone calls .. 29.3 40.1 
Personal Calls 44.0 60.8 
Presentations . 22.6 77.0 
Vemonstrations 14.1 25.3 
all backs on users 13.6 21.4 

t weekly contacts 77.8 98.8 


The peculiar thing is that if this in- 
tease was effected, the average in- 
me would increase 62 per cent or. 
nstead of the $182.20 they want, they 
vould earn $241 per month. Thus we 
‘an make the somewhat bewildering 
leduction that these salesmen are con- 
tent with 32 per cent less money than 
they admit they can earn. 

Still another attribute of the artist 

1 consistent willingness to benefit 
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Smart ones are helping him by running down pros- 


pects through neighbors and friends, making tel- 


ephone calls for appointments, making talks to 


sewing circles and being generally sympathetic 


Salesmen’s Wives 


from his mistakes. Experience is 
largely useful in teaching us what not 
to do. It took 9,000 experiments be- 
fore Edison invented the storage bat- 
tery. A friend commented that all that 
work was practically wasted, “No,” 
said Edison, “it taught me 9,000 
things not to do.” The real artist 
continually experiments with new sell- 
ing ideas and by careful analysis of 
lost orders, learns from experience 
what not to do. He comes to know 
better what to do and from freshen- 
ing his activities, his story never 
grows stale nor does his step lag. 

Finally, the real artist never lets 
difficulties whip him. Defeat spurs 
him on. I like to think of Napoleon’s 
comment after a disastrous defeat. He 
turned to his aide, Caulincourt, pulled 
out his watch and remarked, “It’s just 
two o'clock. We have been defeated. 
But there is still time to fight again and 
win before sundown.” That’s the real 
selling spirit—the ability to take it and 
come back with flying colors. The 
law of averages should be relied on. 
There are bound to be lost sales, dis- 
couragements and difficulties. That 
is what makes selling fascinating— 
that is, if you learn the art of sur- 
mounting them. 

And now for the final wallop in this 
particular article—and, as always, no 
theory but a practical suggestion out 
of the experience of these thousands 
of salesmen with whom I am in con- 
tact. Hold your breath boys, it’s as- 
tonishing—one of the surest ways to 
get ahead in appliance selling is to be 
married. It’s June and this is leap 
year, so those of you who are still 
without a sparring partner, better coax 
them on. The undeniable fact is that 
a married appliance salesman is about 
twice as successful as the single man. 
This is not surprising for the appli- 
ance salesman, after all, is selling 
homemaking and the enrichment of 
homelife. He certainly has a greater 
ability to know, to believe in and to 
sell the service he renders if he is sur- 
rounded by its effects. From the na- 
tional standpoint, 82 per cent of all 
appliance salesmen are married. An- 
alyze their performance with the 18 
per cent who are not and you come 
immediately to the striking conclusion 
that here is one business at least where 
two can live more profitably than one 
So get married, if you intend to be a 
selling success. 

Drawing the microscope of analysis 
closer over those who are married, it 
is found that the class who have really 
believed in what they are selling suffi- 
ciently to practice what they preach 










by the complete ownership of appli- 
ances in their own home have well 
over twice the sales productivity of 
others. From the national standpoint, 
the ownership of appliances by sales- 
men is as follows: refrigeration, 86% ; 
washers, 64%; gas range, 57%; elec- 
tric range, 15%; electric ironer, 19%. 
Just as a business proposition, let alone 
the increased enrichment of homelife; 
the appliance salesman should see that 
he owns all these products because 
their ownership will double his earn- 
ing power and, out of that, create the 
ability to more than pay for them- 
selves. In other words, if you want 
to get along, not only get married 
but turn your home into a laboratory 
in which, through actual product use, 


new sales angles can be developed that 
have the genuine ring of knowing 
what you are talking about and be- 
coming inspired with the many bene- 
fits they afford. 

Finally, screwing the microscope 
even closer, it is found that those sales- 
men who are most successful make 
their wives their business partners. 
Boy, they really sell. Knowing this, 
it is a regret to me to find that in 
only 44 per cent of all cases, do sales- 
men get their wives to help them out. 
No single step is more important in 
gaining greater sales productivity than 
to put your wife to work. How? 
Well here are a few pointers. 

First, your wife can become your 

(Please turn to page 32) 


















“Your wife can call back 
on satisfied customers for 
testimony and proof data 
to back up your selling 
story and to get leads on 
new prospects.” 
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In the early Hudson River tradition is the John Ham farmhouse 





Plenty of electric hot water Refrigerator, washer and ironer 





Meals for the whole family are prepared electrically in this typical electrified 
farm on Central Hudson lines 


United States that are not electrified 
is sufficiently impressive to cause the 
government to create a special Rural 
Electrification Administration empow- 
ered to lend money to local private 
electric companies for the purpose of 
getting more of them on the lines. 
This particular farm ts unusual in 
that it required no governmental help 
to get it on the lines of the power com- 
pany in the first place, nor to provide it 
with the appropriate and adequate elec- 
machinery or appli- 


re a number of pictures 
on these pages of a typical farm 
Dutchess County. 
cated in Millbrook, New York, and is 
on the lines of the Central Hudson Gas 
at Poughkeepsie. 
y well-run farm, si 


to the raising of dairy products, crops 


and vegetables. It is called the ] 


trical equipment, 
ances to justify its being there. 

The Central Hudson Gas & Electric 
, being a well-managed com- 


children live on 


about it perhaps, except that it is elec- 
trified and the number of farms in the 








H. E. DEXTER 


Commercial vice president, 
Central Hudson Gas @ 
Electric Company 
Poughkeepsie, N. Y. 


—believes in letting the 
dealers in his territory do 
the selling job. He helps 
them sell farm customers by 
paying for wiring costs, 
financing appliance sales 
and selling the electric idea 





















































limits and having some 20,710 rural 
customers out of a total of 55,000 
domestic customers, were quite pre- 
pared to face the fact that expansion 
and growth had to come in just two 
ways: The connection of every avail- 


able residence, farm, etc., to their 
lines; and the education of those cus- 
tomers to the fullest possible use of 
electric energy. By the end of this 
year they will have 88 per cent of the 
productive farms in their territory con- 
nected to the lines. So much for the 
first problem. The second is taken care 
of by advertising the services that elec- 
trical equipment performs and by a 
large body of active dealers in the terri- 
tory interested in making sales. 
Getting farms and rural customers 
connected to the lines in the first place 
is a job that runs into plenty of snags. 
It is not always only a matter of the 
first cost of putting up rural extensions 
or amortizing them over long periods. 
Central Hudson have ten men out 
working all the time merely selling 
the idea of extending service to areas 
still unopened. That costs the com- 
pany around $20,000 a year alone. In 
some instances, a farmer will want to 
be connected only for the company to 
realize that he is the only one for miles 
around and the cost of running a line 
to his place alone would be prohibitive. 
Then again, another farmer may want 
to be connected | ut two other proper- 
ties adjoining his will not grant the 
company the right of way to put up 
poles and run the wires. Angling for 
the right of way, alone can easily run 
into months of work. Finally, of 
course, there is the matter of cost. 
Where it used to cost the company 
about $1,800 a mile for rural line ex- 
tensions, they have worked out in the 
past two years, a simpler method 
which have brought costs down by $500 
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a mile. 
of following the twisted country roads; 
shorter poles and longer stretchers 
putting the meter on a pole outside the 
house—all have helped bring costs 
down. 
has a high percentage of farms con- 
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Cutting across fields instead 
And so Central Hudson today 
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Nearly 88 per cent of the farms on 
the lines of the Central Hudson 
Gas & Electric Company are elec- 


trified.. . . The job was planned, 


financed and carried out by local 






industry 








The transformer at 
the Ham farm 


Milton Ham is a working 


The Ham workshop is high- 
farmer — electricity helps 


ly electrified 





instead 
roads; 
etchers 
side the 
y costs 
n today 
ns con- 


nected to the lines—and all on money 
locally financed. 

The next job, after you have the 
customer connected is to educate him to 
the fullest use of the service. The 
water system is the first wedge. Farms 
with hand pumps or a well outside want 
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running water as soon as the wires 
reach the house. So a local dealer 
makes a water system sale. With the 
water system operating, the farmer 
puts a bathroom in the house and rele- 
gates the Saturday night tin tub to the 
junk-pile. That means hot water; and 
the same enterprising dealer—or an- 
other one—makes a water heater sale. 
Lights have already been installed and 
the next job to tackle is the old kero- 
sene or coal stove. When this is re- 
placed by an electric range and an 
electric refrigerator goes in alongside 
that, then the farmer is in a fair way 
to begin enjoying the service. 

Milk Cooling is probably the first 
service that the farmer contracts for 
in a business way; then a portable 
motor which will perform a dozen odd 
jobs. All come gradually. As the 
education gets over—the lesson that 
the electrical equipment pays for itself, 
the farmer adds additional equipment. 
Saturation is a slow process in the 
rural territories. But Central Hudson 
can show an 18 per cent saturation on 
electric ranges, a 34 per cent satura- 
tion on refrigerators and a 5 per cent 
saturation on electric water heaters 
among its 20,710 rural customers. 

To get back now to the John Ham 
farm which has been on the lines of 
the company for a great many years 
and which represents the ideal toward 
which this rural electrification program 
is progressing. The Hams _ have 
neither a bigger farm than many an- 
other in the territory nor differ as 
farmers in other respects. They have 
grown into the electrical idea sooner, 
that is all, and their place today, despite 
the fact that much of the equipment 
and appliances are old, gives a picture 
of the potentials inherent in the whole 
program. 


(Please turn to page 75) 
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A corner of the big barn and a glimpse of the rolling fields 





Silage cutter powered by 71/ h.p. port- 
able motor has many uses 


No guesswork about electric costs—sep- 
arate meters for all farm uses 


Below, cows are milked electrically and the milk is cooled the same way 
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STORE PURCHASED VS HOME MADE 
Earning 
Quan- Market Home if Cooked 
tity Product Price Cost atHome 
2 ats. Mayonnaise @ .28 pt..... $1.12 $.60 $.52 
1 at. French Dressing @ .17 14 pt. .68 .30 .38 
any oz. Pe cdscéaveseseeus .20 11 .09 
1 i, pts. Tomato Cocktail.......... 1.33 65 .68 
1 pt. Baked Beans............. .12 04 .08 
1% pt Vegetable Soup.......... 34 18 16 
1 pt. Chicken Soup............ Al 17 94 
VY pt. Spaghetti & Meat........ .20 .09 11 
Vo pt. hactesbecesoeese .20 11 09 
1/4 pt. Chicken a la King......... 45 23 22 
3lb.40z. Canned Chicken.......... 1.69 1.10 59 
Vo pt. Mixed Vegetables........ 19 .06 13 
Vo pt. Chicken Noodles......... 29 12 17 
3 Ibs. a Marmalades & Jellies. 1.12 49 63 
1 Ib. il cvieterswwneekGs 44 19 25 
A ee eke ceckewube 1.34 85 49 
12 oz. E < ss ccnkeawcee .20 16 04 
23 loaves Bread @ .12............. 2.76 1.60 1.16 
2 doz. Rolls @ .20.......ccccece 40 .22 18 
4 Ibs. ee Pee .60 35 25 
3 Ibs. ON 8) aes 75 37 38 
yo 39 18 21 
23 a a, 5 ne ae dapat 1.15 .69 46 
9 doz. iv pteniorsesenseas 2.70 1.08 1.62 
35 doz. DC ceteeccetanenns 68 33 35 
EEE, ‘WMS bdcccsccvcoseccss 1.43 55 ne 
EE SESE TET TTT CTT ETE Te 21.18 10.82 10.36 








EGINNING the first of March of 
B this year, and for the rest of that 
month, the marketing for the Bor- 

sodi family underwent a _ complete 
transformation. Instead of buying 
meat, vegetables, groceries, dairy prod- 
ucts and baked goods as I have been 
doing for so many years, I began to 
buy them as the average woman buys 
them for the average family. In order 
to make certain that I bought in the 
same way, I checked my personal 
knowledge of the way the average 
woman buys against the various statis- 
tical studies available, and as a result 
I think purchases for my family dur- 
ing the month of March were as near 
to that of the mythical “average” 
woman as possible without departing 
from the standards of ‘nutrition pre- 
scribed by the Stiebeling-Ward liberal 
diet which I described in my previous 
article in “Electrical Merchandising.” 
I purchased bread, cakes, pies, muf- 
fins, cookies and crackers from the 
local baker as well as those wrapped 
neatly in cellophane and nationally 
advertised packages, instead of buying 
flour, yeast, milk, butter and the other 
ingredients for baking. I purchased 
canned soup, canned baked beans, 
canned vegetables and fruits, and once 
canned chicken, instead of buying vege 
tables and fruits raw to be cooked at 


home. |! ught mayonnaise, French 
dressing, tomato juice in bottles, in 
stead of buying the oil, eggs, vinegar, 
spices, and tomatoes needed to mix 
and prepare these articles at home. 
Every can, every bottle and every 
package whic} ime into the house 
was religiously saved. By the end of 
the month my kitchen was bursting 
with the accumulation of empties 


Then we stacked the empty cans, bot 


tles, jars and packages as well as we 
could on two kitchen tables and took 
a photograph of the accumulated 
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Cut In Appliances Used When Food Is Store Purchased 
Avge. Preceding 
Appliance March Time ive Months 
ee eee ee 13hr. 30min. 18 hr. 52 min. 
Pt hiciearnnkekecesucher Thr. 10 min. 3 hr. 37 min. 
Sr 2hr. 25 min. 2 hr. 51 min. 
OD, 6 wineeebean ‘ Shr. 20 min. 12 hr. 10 min. 
CE, cccbtneneesna 10hr. 5min. 42 hr. 42 min. 
Appliances: 
Walle lron......... sededber 30 min. Thr. 42 min. 
Kitchen Mixer.............. 2hr. 27 min. 4hr. 55 min. 
0 eee eo 10 hr. 20 min. 8 hr. 08 min. 
Electrical equipmentin use. 48 hr. 47 min. 94 hr. 57 min. 
Total time spentin kitchen. 74hr.20min. 108 hr. 53 min. 








A study of the cost of foods produced in 


electric kitchen as compared with the 


purchase of package foods. Average fam- 


ily savings amount to $10.36 a month. 


By Mrs. Ralph Borsodi 


month’s investment of money in tin 
and glass and paper, all of which not 
only had to be thrown away but for 
which the average family is taxed to 
have carted away. 

A complete list of the canned, bottled, 
and packaged goods purchased during 
the month is shown in the accompany- 
ing table I. I think that, if anything, 
it is a smaller list than that which is 
purchased by the majority of families 
with incomes ranging from $2,400 to 
$4,000 per year. 

- - - 

S a result of this “tea-pot” revo- 
£ \ lution my bills for the month of 
March at the grocer’s and baker’s went 
up, while my bills with the vegetable 
market and the power company went 
down. 

During March, I used my kitchen 
mainly for opening the cans, bottles 
and packages which I had purchased, 
and my kitchen equipment mainly for 
heating the foods which I had pur- 
chased practically ready to serve. My 
efficient and expensive electric range 
was idle most of the time. I needed 
the oven very little, except for an occa- 
sional week-end roast. Baking, with 


its large demand for fuel or for cur- 
rent, was practically eliminated. Also, 
I used my thrift-cooker very little. 
With package cereals, canned beans, 
and canned soup, the long hours during 
which the thrift-cooker was ordinarily 
turned on, shrank to the relatively short 
time needed for cooking the occasional 
vegetable which hadn’t been purchased 
canned. A grille type of stove would 
really have sufficed to heat the tin can 
foods, and only a small refrigerator 
would have been sufficient to store the 
few staple essentials like butter and 
milk. Tin can and package food is so 
thoroughly preserved that it will keep 
on the pantry shelves, while the quan- 
tity cooking which I ordinarily do, to 
keep down my food bills, makes a large 
refrigerator an economy. Also I could 
have used the ordinary “whipper” type 
of mixer, instead of the expensive one 
which I now use, because bread, cakes, 
cookies and heavy mixing was all done 
for me that month by the commercial 
baker. 
* ” * 


URING the month of April the 
Borsodi family returned to their 
regular regime, the regime we have 


been living the past twenty years; we 
cooked and baked once more, and we 
again purchased in quantity. The can 
opener collected cob webs, and the 
range and refrigerator produced to 
capacity. The baker and grocer ren- 
dered smaller bills, and the power com- 
pany a larger one. 

Over a period of many years it has 
been our practice to purchase only raw 
materials from which we baked our 
own bread, cakes, pies, muffins, cook- 
ies; made our own soups, mayonnaise, 
sauces, preserves ; baked our own beans, 
spaghetti and plum puddings; in gen- 
eral we did a full time cooking job in 
the home. The net result of the return 
to our ordinary way of living was a 
reduction of about $26.00 in the food 
bill, or 43% of the food budget, and in 
addition fresher and better foods. 

For the past six months, I have been 
keeping a detailed record of purchases 
and individual cost analysis of every- 
thing bought for the family and served 
in our home. This cost analysis has 
covered not only the price paid for the 
ingredients which went into each meal 
but also a record of the cost of current, 
of interest and depreciation on the 
range, refrigerator, mixer, and kitchen 
equipment in general, as well as an 
accurate record of the time spent in 
cooking, washing dishes, and cleaning 
the kitchen. As a result, it was pos- 
sible after we had returned to our nor- 
mal method of living in April, to mak 
a detailed comparison between what i 
costs the average woman to feed her 
family both in time and money, 
what it costs to feed them if a c 
plete cooking job is done at home. 

Table II gives a comparison of the 
time spent in the kitchen and the tim« 
the various kitchen appliances w 
used during the month of March, with 
the average time during the five mont!is 
previous. 
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To make allowances for the differ- 
ence in the number of meals served, 
which fluctuate considerably in our 
family, both time and money factors 
were reduced finally to a cost and time 
per person per meal. This is done in 
the following table: 


COST OF FOOD & COOKING 


Average Labor Time 
Average 
Total number of 5M 
meals served 
during month. 438 
Average cost of 
food per meal 
per person ... $ .186 
Average cost of 
cooking per 
meal per per- 
SOM wcccseses 
Average labor 
time per day. 2 hrs. 7 min. 


oO. 

Preceding 
446 
$.124 


$0.005 $.008 


2 hrs. 40 min. 


Unfortunately, it was impossible to 
make a comparison between the over- 
head and appliance investments neces- 
sary to live on tin can basis with that 
which we ordinarily follow. But obvi- 
ously it requires a much larger range, 
a really efficient mixer, and a very 
much larger refrigerator to do a full 
baking and cooking job if the amount 
of time which is spent in the kitchen is 
not to be increased uncomfortably and 
the labor made too heavy for the aver- 
age woman. But the saving in costs is 
so great that not only is the additional 
interest and depreciation on the larger 
investment covered, but the whole cost 
of the equipment itself can be paid for 
in the course of time out of the savings 
affected. 

The time the kitchen was in use 
during March showed a considerable 
decrease per month from the time in 
which it was in use during the five 
months previous. But owing to the 
great amount of time which the mod- 
ern appliances release (time when the 
range, for instance, is in use but when 
nobody needs to be “working” in the 
kitchen) the actual increase in the time 











which has to be spent in the kitchen 
is not nearly as great as the average 
person would assume. During the 
month of March, the actual time spent 
in the kitchen . including the time 
spent using the can-opener and the 
bottle-opener . . . was 2 hours and 7 
minutes per day. This increase of 33 
minutes—just about half an hour— 
represents what the average woman 
would have to contribute in order not 
only to earn $26.00 per month by cut- 
ting the family budget for food 43% 
but in order to furnish her family with 
fresher, purer, and I believe tastier 
meals. 

For many years the Borsodi home 
has believed and practiced domestic 
production for home use. We have 
used electricity when our rates were 
so high that we knew we were indulg- 
ing in an extravagance. Perhaps it 
was because the rates were so high that 
I was continually devising more eco- 
nomic methods of using the current so 
that I could afford the convenience of 
electrical housekeeping. 

The average American woman can 
make an economic contribution to the 
security and happiness of the family 
if she will increase her home produc- 
tion. I have found it easier to do this 
with electrical domestic machinery 
because it does a more complete job in 
the home than any other equipment. 
It seems to me that this economic con- 
tribution to the family budget is some- 
thing which ought not to be neglected 
any longer. Cash, sheer cash, which 
is so difficult to get hold of today, can 
be made to go farther, if women will 
only use their own time and their 
domestic equipment more efficiently 
and completely. So much money has 
been spent educating the homemaker 
to “buy it” and not to “make it” that 
an equivalent effort must be made to 
prove to her that it is money in her 
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EXTREME LEFT 


Breads and pastry baked 
at home show a saving of 
$5.49 in a month. 






LEFT 


Home baking and food 
preparation call for a 
husky mixer. 

















The thrift cooker was 
used only 10 hours 
in the month when 
foods were bought 
ready prepared, 
against 42 hours 42 
minutes when food 
was home prepared. 



























Foods cooked in 
quantity at home 
require a large ca- 
pacity refrigerator 
or storage. 


























pocket to “make it” and not “buy it.” 
She must be taught that she has an 
earning capacity in the home if she 
will produce more of her food and 
purchase less of it ready-made. 

I have been among the critics of 
the power industry. 

In my judgment the failure of 


of the power industry which distresses 
me as much as their intellectual short- 
comings. The domestic consumer is a 
potential market for current, which 
dwarfs the possibilities of the indus- 
trial market. If the power companies 
would join hands with the domestic 
appliance manufacturers in promoting 


power companies to treat the domestic 
consumer intelligently deserves criti- 
cism. It is not the moral shortcomings 


a revival of production in the home 
with electric machinery, they would be 
rendering a public service. 
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Just because you are selling major appliances there’s no law which forces you to let summer dog days 


devour the profits which recent sales peaks have piled up. Not while Combustioneer’s sales calendar rates 
midsummer and fall as the top season for the greatest volume and profits which an automatic heating prod- 
uct has ever known. Today it’s squarely up to you to decide whether or not July the 4th will mark the birth of your freedom from 
seasonal slumps and put you on a twelve month profit year. Combustioneer is ready to prove with a mass of evidence that this 
franchise will show double-the-profits-per-volume of any product you've ever sold, besides boosting your volume during summer 
and fall when you need it most. That's our story, we'll stick to it, and how—and it’s yours to hear if you will stick a three-cent 


stamp on the nearest envelope pronto. Write Combustioneer, Division of The Steel Products Engineering Co., Springfield, Ohio. 


slonece 


AUTOMATIC COAL BURNER 
* 
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CHARLES F. KROEMEKE 


. . . believes in having a good look- 
ing showroom but he says that you 
still have to go outside to get the 
business 


HE old door-bell pushing meth- 

ods of the specialty salesman re- 

main as good now as ten years 
ago and the specialty dealer who keeps 
his men on their feet canvassing has 
money to pay the rent and the income 
tax collector. 

So believes Charles F. Kroemeke, 
St. Louis, whose profit and loss sheet 
has been in the black since he became 
a dealer early in 1926 and whose es- 
tablishment has grown from a hole-in- 
the-wall store to a completely air con- 
ditioned salesroom two and a half 
times as large and a basement display 
almost as big. 

St. Louis, like Milwaukee and Cin- 
cinnati, is a level-headed community 
made up of conservative German- 
Americans who are slow to take to 
new gadgets for the home. Charlie 
Kroemeke, with his store located in 
the heart of the most conservative and 
thrifty section of a conservative and 
thrifty city can’t dig into his balance 
sheets and show any 100 percent in- 
creases from year to year, but he can 
show satisfactory business growth for 
every one of the ten years he has been 
a dealer, excepting only black 1932 
and 1933. 

Back in 1924, Mr. Kroemeke be- 
gan looking askance at the automobile 
business. He had watched the selling 
activity of W. O. Waldsmith, late 
president of Del-Home Light Com- 
pany, distributors in the St. Louis dis- 
trict for Frigidaire and Delco Light, 
so he decided to tackle refrigeration. 
Under the tutelage of Mr. Wald- 


. Canvassin g 


Stull PAYS 


Another dealer.... Charles F. Kroemeke of 


St. Louis, testifies to 500 refrigerator 


sales a year from outside selling 


smith, an outstanding exponent of spe- 
cialty selling from the beginning of 
his business career until his death a 
year ago, Mr. Kroemeke began push- 
ing door-bells. By October, 1926, he 
had amassed enough from his com- 
missions to launch himself as a small 
dealer. A year ago he purchased a 
two-story brick business structure in 
which he uses the equivalent of three 
stores. He rents to other retailers two 
adjoining stores in the building. 

Now, with business still increasing, 
he is remodelling the basement to 
provide additional display space. 

Ten household refrigerator sales- 
men, one air conditioning salesman 
and two salesmen on other appliances 
work out of the air conditioned head- 
quarters of the Kroemeke organiza- 
tion. Of the ten household men, sev- 
eral have been with Mr. Kroemeke 
since he became a dealer and only one 
is a man of less than a year’s experi- 
ence with him. Mr. Kroemeke finds 
that his turnover is about one man a 
year. 
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“T lose about one good man a year 
and gain about one good man, so 
everything evens out,” he said. “I op- 
erate on the theory that every sale 
means a commission for some sales- 
man. There are no house sales in 
which sales made cold on the floor 
give the house the salesman’s cut. 
Every sale is credited to some sales- 
man. The men work on straight com- 
mission. 

“With a stable staff, I am able to 
do my own supervising. We hold two 
meetings a week and I work in the 
field with the men when it appears 
necessary. 

“We follow the cold canvassing 
plan and the user plan by which pur- 
chasers provide us with names of 
friends who might be interested and 
to develop floor trafic. At the same 
time we give a service to our neigh- 
bors by an arrangement with the 
electric company whereby their cus- 
tomers pay their bills in our store. 

“For ten days every month, this 
keeps a steady line of trafic moving 






















through our showroom. In addition, 
we accept payments from instalment 
purchasers who do not wish to visit 
the finance company office downtown. 
This serves to keep satisfied custom- 
ers in the habit of coming into our 
showroom. All it means to us in the 
(Please turn to page 13) 
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pe 


LEONAR 


PACE 12 


45 YEARS 
WITH 
LEONARD 
Bob Gran- 
stra has 
worked 
continu- 
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33 YEARS 


Evert Mel- 
lema be- 
gan in 
1903. He 
has been 
an inspec- 
tor for 25 
years. 


BEHIND THE SENSATIONAL 
REFRIGERATOR OF 1936 


In May Leonard—with appropriate ceremonies at Grand 
Rapids—celebrated 55 years of refrigerator building, a 
record which culminates this year with the production of 
the sensational electric refrigerator of 1936. 

In these fifty-five years Leonard attained some remark- 
able “firsts” in connection with the development of 
domestic refrigerators. To list just a few: 

1881 —Leonard made the first “cleanable” refrigerator 
1884—Leonard built the first “side-icing” refrigerator 
1996 —Leonard built the first one-piece porcelain interior 
1710 —Leonard built the first all porcelain refrigerator 
1971—Leonard built the first refrigerator designed for 
electrical operation 
1927 —Leonard built the first all steel cabinet 
1932—Leonard introduced the famous Len-a-dor pedal 
door opener 
In other words, Leonard has far more to celebrate than 55 
years of life. In its eventful history it has contributed more 
than its share to the development of refrigeration. That’s 
one side of the celebration. 


THE LEONARD PLANT EMPLOYS MORE MEN THAN 
ANY OTHER FACTORY IN GRAND RAPIDS 


Leonard is not only justly proud of its growth but also of 
the thousands of men and women who through the years 
have worked faithfully and skillfully in building fine 
refrigerators. Many of the employees who started with 
Leonard in the early days are still with the company. The 
pictures show just a few of them. Naturally these old- 
timers will be the most honored guests of Leonard’s 55th 
Anniversary Celebration. 


LEONARD REFRIGERATOR COMPANY, DETROIT—GRAND RAPIDS, MICHIGAN 





THE 1936 LEONARD 


Temperature Indicator + 
Sliding Shelf + Service 
Shelf + Vegetable Crisper- 
Rubber Grids In Ice Trays 
+ Len-a-dor Pedal + Utility 
Basket « Interior Light « 
Storage Drawer + 5-Year 
Protection Plan and the 
Most Strikingly Beautiful 
Cabinet Ever Built. 


The Sensational 
refrigerator of 1936 


Leonard has 

backed its prod- 

uct with national 
advertising. Oneof 

the first refrigerator 
advertisements fea- 
tured the Leonard 
Cleanable Refriger- 
ator. Publication: 
poser oe Journal. 


Date: 
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way of work is taking the payments 
to the finance company when we are 
on our way to the bank. 

“We are particular about following 
up instalment purchasers who are 
about to make their final payments on 
any one major appliance. We consider 
them likely prospects for the next item 
in line for the housewife’s improve- 
ment program. 

“With our Frigidaire salesmen de- 
voting all their effort the year round 
to refrigeration, we are able to keep 
our volume on the uptrend. In 1934, 
we sold nearly 500 Frigidaires of 
which 65 percent were the higher 
priced porcelain models with the 
longer dealer and salesman margins. 
We sold twice as many nine cubic 
foot models as fours.” 

When Mr. Kroemeke moved a year 
ago from his pioneer dealer location, 
every competitive make of refrigera- 
tor was represented within several 
blocks of his store. 

Now, the parade has started. His 
competitors are beginning to move 
close to him again. 

“That’s fine,” states this shrewd 
dealer. ‘““The more the merrier. If 
my competitors will help me make re- 
frigeration row of this street, people 
will come from all parts of St. Louis 
to see the line-up of competitive boxes. 

“Then if we can’t sell them after 
they have looked at them all, it’s our 
fault. That would make the store 
a merchandising operation, but it 
wouldn't detract from the volume 
pulling results of specialty selling so 
our business and profits should be 
greater than ever before.” 

As a dealer in a city of more than 
a million population, Mr. Kroemeke 
can’t afford advertising copy in the 
metropolitan dailies. But he does ad- 
vertise consistently in neighborhood 
weeklies. Such copy pays excellent 
dividends, he finds, by keeping his 
name identified with his products in 
the community he serves. 

“A dealer who must buck the com- 
petition of downtown department 
stores and neighborhood chain mail 
order houses must make himself a part 
of his particular community. When 
he does so, his neighbors would much 
rather buy from him than from a 
downtown establishment. The good 
specialty dealer still is a potent influ- 
ence in electrical merchandising. If 
he will head into the wind, champ the 
bit in his teeth and work, he will go 
to town.” 



































Refrigeration business is setting new 
records in Bluefield, W. Va., this year, 
according to Russell Gimbert, assist- 
ot sales manager of Burgess Electric 
°. 














The NEW CAMBRIDGE 
Hotpoint’s new style winner 
in full porcelain enamel with 


chromium trim, 3 Calrod 
units and Thrift Cooker. 





OVER the HUMP 
with HOTPOINT 


EVER before has electric range selling seen more 
active consumer interest at this time of the year. 
This is definitely not the time to let up on selling effort. 
If you have not already done so, plan a summer activ- 
ity now. Hotpoint’s Summer Sales material, the “Over 
the Hump” campaign, is ready to go to work for you. 
It gives you completely organized plans, retail sales- 
men’s contest, new direct-mail material, newspaper 
advertisements and window material. 

Be sure to go through the plan book carefully. See 
how each activity ties up with Hotpoint’s national 
advertising which reaches every second family in your 
territory. 

Get your share of the booming range business. Start 
with summer sales campaign plans now. Get in touch 
with the Hotpoint representative in your district. Ask 
him to show you the “Over the Hump” Plan Book. 


EDISON GENERAL 
ELECTRIC APPLIANCE CoO., INC. 
5620 West Taylor Street, Chicago 


—HOTPOINT’S HI-SPEED COOKING COIL 


Catrop has been hailed as the 
greatest advance in Electric Cookery 
since George Hughes invented the 
Electric Range. It outmodes every 
other type of heating element, gives 
swift, economical cookery to cus- 
tomers and a minimum of service 
calls to dealers and utility companies. 


3 ene ane 
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Standardize on Hotpoint Calrod. It 
is sealed in inconel—the nickel chro- 
mium alloy that withstands the same 
heat as the inner resistance wire. 


Now nationally advertised 
with color pages in Saturday 
Evening Post reaching millions 
of electric range prospects. 
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viet COMBINATION ROOM HEATER 
aNd ELECTRIC RANGE MODEL 


N 








VER the leader in combination models, MONARCH now HR47JW— Full White 
Porcelain Finish. 
releases an advanced design that will fill a real need on every HR47JT— Full lvory- 


Tan Porcelain Finish. 


Electric Range sales floor — North, South, East and West. Built-in Circulating 


Room Heater—17-inch 
For heating the kitchen, and adjacent space as well, on chilly Floating Heat Oven— 

Enamel Lined —Heav- 
Spring and Fall mornings, the built-in, circulating air heater is a ily Insulated — Illumi- 

nated Dial Oven Tem- 
marvel of efficiency. perature Control — 
Compact Switch As- 
sembly— Cooking Top 
equipped with four 
MONARCH Hi- 
Efficiency Units 
—Length 355g 
inches. 








Cold air is drawn from the floor and passed around all sides 





of the heater. With either coal or wood, it produces an amazing 


amount of heat for the fuel burned. 


Of course, the Electric Range incorporates all standard MONARCH 
features: Hi-Efficiency surface units, Floating-Heat Oven, Ilumi- 
nated Dial Oven Temperature Control, Compact Switch Assembly 


and many other items of real importance. 


All this may sound like a BIG range ... and it IS big in cook- 
ing and heating capacity, yet with its generous 17-inch oven, the 


; P a DEEP ORAWN ENAMELED NT HEAT 
entire unit occupies only 55% inches of floor space. STEEL UNIT PAN ° ; - rt Stine 1_OF vONARE 
, RMEPFICIENCY- SURFACE 
ORAINAGE HOLE! —-—-— HEAVY PORCELAIN TERMINAL BLOCK 


Like all MONARCH models, it comes only in Full Porcelain igen een Ghat COMPACT STUROY UNIT DESIGN 
FROM SWITCH TO UNIT OVERSIZED BRASS TERMINAL BOLTS 








Enamel . your choice of White or Ilvory-Tan. 





Photographs, detailed specifications and prices will gladly be 


sent on request. heep posted! Write us today! 


MALLEABLI IRON RANGE COMPANY 


16 LAKE STREET BEAVER DAM, WIS, 


This fuel section will 
burn wood or coal and 
the door opening is 
large enough for con- 
venient firing of any 
solid fuel. It is ideal 
as a refuse burner 
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Assistant Sales Manager Dean White- 
man, standing on the running board, is 
checking into the survey results of District 
Manager Joseph Hoffman's zone, with 
Sales Supervisor George Driemeyer, who 
has a survey book and pencil in hand. Dis- 
trict Manager Hoffman is wearing a light 
suit and hat. His zone men won March, 
selling honors. 


Lee C. Klein, general sales manager of 
the Arthur R. Lindburg Co., big Westing- 
house major appliance dealer of St. Louis. 
Devised an outside zone selling and survey 
plan which has increased sales in the first 
quarter of 1936 by 80 per cent over the 
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same period of last year. 

















RTHUR R. LINDBURG CO., 
big St. Louis Westinghouse 
major electric appliance deal- 

er, began a thoroughly organized out- 
side zone selling campaign January 1, 
1936, and first quarter retail sales 
outstripped by approximately 80 per 
cent the comparative quarter of last 
year. The firm’s 1935 sales volume 
was more than 4,000 refrigerator and 
range units. 

The net result of putting outside 

selling on a carefully planned basis is 
that sales resulting solely from out- 
side contacts in the same quarter 
soared by 60 percent as compared to 
the first quarter of 1935. 
_ To avoid bungling and consequent 
loss of a sale and waste of time on 
‘suspects,’’ General Sales Manager 
Lee C. Klein places the sales closing 
job exclusively in the hands of his 
zone managers thoroughly experi- 
enced — who have worked up from 
the ranks. 

Loss motion and unnecessary ex- 
Penses are avoided by the adoption of 
a zone plan. Metropolitan St. Louis 
8 divided into nine zones and each 
zone has a district manager and six 





By Howard Barman 


men in the sales crew. The zone man- 
ager and his men meet at 8:30 o'clock 
in the morning in a restaurant or drug 
store in their territory and sit down, 
have refreshments and plan the morn- 
ing’s work. 

The crew enters the zone manager’s 
car which is driven to a neighborhood 
of the zone where today’s sales work 
will be done. The men are let out on 
the streets to which they have teen 
assigned. The manager doesn't leave 
the neighborhood. There is not the 
temptation for a man to loaf when he 
is around. 

With a name and address directory 
in his hand, the Lindburg front man, 
so-called because he makes the ap- 
proach, swings up to the door of a 
home, knocks or rings and getting 
away from cold canvassing, he greets 
the home maker by name. The family 
has no refrigerator, he learns. 

“Will you let me bring our district 
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manager in to see you this afternoon ?”’ 
the embryo salesman asks. “He can 
tell you more than I can about electric 
refrigerators.” 

The polite suggestion that the com- 
pany’s district manager be brought in 
for consultation meets with a hearty 
response in many cases. It is flattering 
to the housewife. 

The zone manager and his assistant 
keep the appointment with the house- 
wife that afternoon. “This is the dis- 
trict manager whom I told you about, 
Mrs. Jones,” says the front man. 

“Oh yes, come right in,” is the 
housewife’s greeting, and many times 
this is further than the embryo sales- 
man got when he made his initial call. 

Once he is assigned to a given street 
in his zone, the Lindburg front man is 
told to learn the residents by name. 
“I’m coming in to see you next week 
Mrs. Brown about that refrigerator,” 
he will say when he sees a prospective 


The Arthur R. Lindburg Company of 
St. Louis, sold 4,000 refrigerators and 
range units in 1935 ... They charted 
their outdoor activities this year and 


are 80 per cent ahead for the quarter 


utside Selling sy Zones 


customer on the street some weeks 
after he had made his first cail. 

The sales crews quit their zones 
at noon and go to the Lindburg of- 
fices for a pep meeting held daily at 
1 o'clock. Questions are asked and 
answered. The men file their daily 
survey report which is taken from 
their book and put down on a special 
form. 

The survey gives the results of his 
house calls: Name, street address, date 
of survey and whether the family is a 
prospect for or an owner of an electric 
refrigerator, electric range, washer, 
ironer, water heater, vacuum cleaner, 
followed by the salesman’s remarks. 

For this survey book he pays the 
Lindburg Co. $2.50 but which is re- 
funded to him if he leaves the com- 
pany's employ. The charge is made to 
induce the salesman to take extra 
good care of the survey book because 
of the valued information it contains. 
When he turns in this daily survey he 
receives $1 a day drawing account. 

Every time he opens his survey 
book, the salesman finds this sentence 
staring him in the face: Remember 

(Please turn to next page) 
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SALES OF I-E-S BETTER SIGHT 
LAMPS SWEEP THE NATION 





In Portland, Ore., 
lamps sold are I. 
Sight Lamps. 

In Philadelphia, Pa., 50% of all 
lamps sold are I. E. S. Better 
Sight Lamps. 

In St. Louis, Mo., 60% to 75% of 
all lamps sold are I. E.S. Better 
Sight Lamps. 

In Des Moines, Ia., 75% of all 
lamps sold are I. E. S. Better 
Sight Lamps. 

In Baltimore, Md., 25% to 50% 
of all lamps sold are I. E. S. 
Better Sight Lamps. 

In Detroit, Mich., 8742% of all 
lamps sold by the J. L. Hudson 


60% of all 
cE. S. Better 


Company are I. E. S. Better Sight Lamps. 


In Cleveland, O., 78% of all floor lamps sold 
are I.E.S. and 60% to 80% of the lamp adver- 
tising is devoted to these lamps. 


These facts speak for themselves. They show 
that I. E. S. Better Sight Lamps are taking the 
nation by storm. They show that the public 
everywhere wants and demands these lamps. 
They indicate that the broad I. E. S. program is 
building sales for stores in cities of every size and | 
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COMPLIANCE WwiTH 






SPECIFICATIONS 


BE SURE THIS 
TAG IS ON THE 
LAMPS YOU 
SELL 
100,000,000 adver- 
tisements teach people 
4 to look for it when 
they buy... 
the lamps are deliv- 


and when 


ered to their homes 


BALTIMORE 
25 to 50% 
| 





in every locality. The I.E.S. move- 
ment forges ahead irresistibly. 


New and greater plans are under 
way to speed the rapidly grow- 
ing trend to I. E. S. Better Sight 
Lamps. The entire lighting in- 
dustry has been working for 
months on a fall program .. . 
greater in size, power, and scope 
than ever before. 


This program will be announced 
in July... simultaneous with 
the presentation of the new fall 
styles at the New York and 
Chicago Lamp Shows... climax- 
ing two years of progress in style 
improvement. New models have 
been added, making a line of 
1.E.S. Better Sight Lamps to meet 
all tastes, all purposes, and all 
pocketbooks. 


See the new I.E. S. styles at the 
Lamp Shows, watch for the an- 
nouncement of the fall program, 
prepare for the biggest business 
ever in I.E.S. Better Sight Lamps. 
1.E.S. Better Sight Lamp Makers, 
2116 Keith Bldg., Cleveland, O. 


JUNE, 
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three hours a day in the presence of 
prospects means success. 

The men return to their zones to 
follow up the leads picked up in the 
morning and accompany their district 
managers to a prospect’s home after 
the noon day rally breaks up. 

The Lindburg management regards 
the salesman as the most important 
cog of the business. “Without capable 
man power on the sales staff all of 
our efforts would be wasted,” ob. 
served Manager Klein. 

“After all the salesman is the di- 
rect contact with the buyer. He is on 
the firing line. The selling man is re- 
spected above anyone else in our 
organization. If the salesman doesn’t 
produce we can’t live. 

“No matter how fine a refrigerator 
is built by Westinghouse or how much 
research is done, it doesn’t mean any- 
thing if the story isn’t told intelli- 
gently to the consumer. If the sales- 
man fails at the point of contact we 
all fail—Westinghouse and our com- 
pany.” 

As for compensation, Lindburg dis- 
trict managers are paid a 3 per cent 
override commission on all appliance 
sales in their zone, and an additional 
10 per cent on personal sales. If the 
district manager realizes his quota he 
earns an additional 2 per cent on all 
sales made during the month. 

The front man is paid a straight 10 
per cent commission on sales and an 
additional 2 per cent, which is retro- 
active to the first of the month, if his 
monthly personal quota is realized. 

“We make the quotas purposely 
low,” said Manager Klein. ““We want 
him to make it. If the quota is too 
high there is no enthusiasm. We ham- 
mer away on quotas every day. Our 
assistant sales manager, Dean Ww hite- 
man, will say to our men today: “This 
is the sixteenth of the month. You 
should have one-half of your quota. 
But don’t give up. The ball game is 
never over until the last man is out.’” 

A $5 bonus is paid by the firm to 
members of the selling staff who “dis- 
cover” a man mentally equipped to 
meet the public under trying condi- 
tions after the latter has made his 
first major appliance sale. 

Personable and intelligent men are 
employed by the Lindburg Co. Said 
Manager Klein: “A woman was in 
today who said she didn’t expect to 
buy a refrigerator this year ‘But that 
young man out there was so nice—well 
I bought.’ ” 

The greatest asset of a man in the 
selling business is the ability to tell a 
suspect from a prospect, Man: ager 
Klein declared. Our district manager 
separate the suspects from the pros 
pects and throw the suspects out 
fore they are shuffled around and get 
into our prospect files. 

Thinking will make a salesman 
turn his disadvantages into profit, 's 
the observation of W. B. Grellner, 
supervisor of Lindburg’s South Side 
store. He tells of how one of his men 
getting a ticket for a traffic violation 
made a friend of the policeman 0 
sight and sold him and his wife 4 
$299 refrigerator. 

And of the man who rode on street 
cars when he was first employed by 
Lindburg and made a practice of read- 
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ing a book on Westinghouse products 
while riding. Sometimes when a fel- 
low passenger would glance at his 
book he would engage him in conver- 
sation on domestic utilities and these 
street car chance acquaintances some- 
times led to sales. Also the young 
man who before he was able to invest 
in an auto thumbed auto rides and 
one of his first experiences led to a 
$220 electric range sale. 

Pulling out a watch and asking the 
prospect if he can spare one hour is a 
novel method employed by Manager 
Klein in getting and holding the inter- 
est of a man or woman who drop in 
at the big Lindburg building to see 
home utilities. 

“T’m considering only one make of 
refrigerator and I’m going to buy it 
but I’m a friend of Arthur Lindburg 
and I dropped in to see his Westing- 
house line,” a business man_ told 
Manager Klein when he made himself 
known on a recent Saturday after- 
noon. 

“The reason I’m buying the other 
make of refrigerator is that all of my 
relatives and friends have that kind 
and they’re well pleased with it,” said 
the visitor. A hard prospect, reflected 
Manager Klein, when it is considered 
that this man’s relatives and friends 
have greater influence with him than 
a stranger. 

“Only reason you will buy this 
make is because you haven't looked at 
a Westinghouse,” said the Lindburg 
manager. “If you’ll give me one hour 
with an open mind with my watch or 
yours, we'll part as friends whether 
you do or don’t buy. There is only 
one point that counts with you, I 
should judge, and that’s the unit 
which makes it tick.” 

The prospect agreed to sit down 
with an open mind and let the Lind- 
burg manager go into details of com- 
parison between the Westinghouse 
and a competitive make. The unit 
only was moved into Mr. Klein’s pri- 
vate office. When Manager Klein had 
nearly reached the half-way mark of 
the agreed upon 60 minutes discussion 
with a watch, face up, lying on the 
desk between them, the business man 
arose from his chair. “If you can show 
my wife a few of these points you 
have made a Westinghouse sale,” he 
said simply. He brought his wife in 
that night and the sale was completed 
immediately. 

Lee Klein began his selling career 
as a piano sales canvasser, commonly 
known as junior salesman, for the 
Baldwin Piano Co. of St. Louis. After 
some years he was promoted to senior 
salesman, which he remarks was 
“quite an event in my life.” After 
tadio sets came in the piano lost its 
opularity and looking for something 
n the specialty field that could be 
old direct to the housewife he de- 
cided to enter the electric refrigera- 
tion field. 

Carrying a microscope set with him 
at all times while making house-to- 
house calls, he would ask for permis- 
sion to dig into the ice box drain 
pipe and would pull out slime and 
slush. He would ask the housewife if 
she knew this condition existed in her 
%-called refrigerator. At times he 
would remove a board on the back of 
the ice box and literally scores of 
microbes would swarm out. He em- 
ployed this method of exposing unsan- 
itary conditions of the ice box quite 
successfully after entering the employ 
of a Frigidaire dealer in 1926. 











The two biggest ships in the world are 
about the same size 
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... but the second biggest magazine trails far behind the 


WORLD'S BIGGEST MAGAZINE 


O DO a real, profit-producing selling job for 
the everyday necessities and luxuries of life, you 
dealers must have the support of the biggest maga- 
zine circulation on earth . . . a circulation which is 


double the size of that of any other magazine! 


This is the sales-speeding backing you get from 
manufacturers who make those products and adver- 
tise them to the more than 5,500,000 families who 

read The American 

Weekly. It goes into the 

nation’s richest buying 

CA areas... areas where 70% 

of all families live and 

where 80% of all retail 

sales are made! This pow- 

- The erful circulation creates a 


AMERICAN 
WEEKLY 


tremendous market, going 











into from | out of 5 to 1 out of every 2 homes in 
those responsive areas. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 614 of America’s 995 towns 
and cities of 10,000 population and over, The Amer- 
ican Weekly concentrates 67% of its circulation. 


In each of 158 cities, it reaches one out of every 
two families 


In 146 more cities, 40 to 50% of the families 
In an additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 30% 


. and, in addition, more than 1,982,000 families 
in thousands of other communities, large and small, 


regularly buy and read The American Weekly. 





MORE THAN NEAREST ‘e ° ° ° ry) 
5,500,080 onesttareen The National Magazine with Local Influence 
CIRCULATION CIRCULATION Main Office: 959 Eighth Avenue, New York City 
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THE “NEW AMERICAN” HOME PROGRAM §- 
PILES UP APPLIANCE SALES 





F you would know, first hand, how “New 
American” Home boosts sales of elec- 


tric appliances, ask your local G-E dealer 


It is educating millions to the electrical 
pattern for better living . . . giving them 
the incentive to plan for completely elec- 


“NEW AMERICAN” HOME 
offers the Electrical Pattern for Better Living 














trified homes—homesthatmeanimproved 1.G-E Electric Kitchen 4. G-E Standards of 


or distributor to give you facts and figures. 


And read the comments above! health—more ease and comfort! 2. G-E Electric Laundry Migntieg 
_ acs Last year millions of dollars worth of 3, G-E Automatic 5. G-E Household 
New American” is the perfect show appliances were sold, through the interest Heating and Air Appliances 


room for everything electrical—kitchen, created by “New American” Home. Your 


cooperation in this year’s program is in- 
vited. Ask your nearest G-E sales office, 
distributor or dealer for full details. 


Conditioning 6. G-E Radial Wiring 


laundry and heating units, lighting and 


wiring. It presents electrical merchandise “New American” Demonstration Home Building 


in actual use in an ideal home. Program, 570 Lexington Avenue, New York 


If it’s General Electric-Equipped, it’s “New American” 


GENERAL @ ELECTRIC 


KEEEPS 






RESEARCH GENERAL ELECTRIC YEARS AHEAD! 
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MAYNARD M. STAMPFLI 
vice-president and manager, H. E. 
Saviers Co., Reno, Nevada. 


HEN in 1932 the Sierra Pa- 

cific Power Company went 

out of the merchandising bus- 
iness, leaving it to local dealers, the 
H. E. Saviers Company of Reno, Ne- 
vada, was one which took prompt 
advantage of the situation to take up 
the active selling of electrical equip- 
ment. The firm was not a new one 
in Reno—in fact, it was founded 
more than thirty years ago, as the 
Reno Wall Paper and Paint Com- 
pany. It had expanded with the years, 
had added branch stores in Las Vegas, 
Ely and in Susanville, California, and 
had included phonographs and _ rec- 
ords and later radio in its scope. The 
Las Vegas store even handled electric 
refrigerators. The Saviers, father and 
son, were active in the company and 
M. M. Sampfli, with a background 
of training in the newspaper advertis- 





Radio also has a room to itself where 
the customer may test for himself the 


advantages of quality 


equipment. 


superior 








ing field, was in charge of such elec- 
trical selling as was done. 

It is important to remember, if the 
achievements of the next few years are 
to be properly evaluated, that the new 
opportunity in the electrical field (as 
the firm regarded the power com- 
pany’s retirement from equipment sell- 
ing), and the worst of the depression 
in Nevada arrived at the same time. 
Nevertheless, the Saviers Company 
jumped into the appliance game, as 
Mr. Stampfli phrases it, “with both 
feet”. 

They started off by putting $15,000 
into the Reno store, which by this 
time had become all important in the 
foreground of the picture. With the 





depression the Saviers branch stores 
were one by one closed, with the ex- 
ception of the active business in Las 
Vegas. That was sold not long ago as 
a going concern. Rebuilding and en- 
larging the Reno store a few days be- 
fore the Reno bank closed sounds like 
a crazy proposition, but a backward 
look at results shows that it was good 
business. It showed confidence in the 
town at a time when the citizens 
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The store is strategically located on a 
busy corner. The $15,000 remodelling 
job with which the Saviers Company 
started its entrance into the electrical 
field has proved an excellent business 
investment. 





H. E. Saviers Company of Reno, Nevada, be- 


lieve in quality merchandise, high prices and 


substantial profits—here's how they get all three 





An interesting feature 
of the refrigerator room 
is the cheap box which 
serves as an object les- 
son in comparative sell- 
ing. Materials for mak- 
ing the comparative 
tests are kept on the 
what-not shelves in the 
comer of the room. 


Store interior with a 

glimpse of the show 

cases for smaller appli- 
ances. 


needed the impetus of faith in them- 
selves — and they responded. 

The power company helped with 
wiring and gave advertising aid, as 
well as a direct bonus for sales which 
increased the load. The Saviers Com- 
pany started to sell ranges. One of 
their early experiments in that line 
was an offer of ranges at factory list, 
$5 down and $5 per month. They 
used plenty of ads and emphasized 


price. The result was immediate and 
apparently satisfactory. They got rid 
of 185 ranges or more in a couple of 
months. 

Then, says Mr. Stampfli, they be- 
gan to wake up. They cast up ac- 
counts and found to their regret that 
they had actually lost money on every 
range sold. Rent, office expenses, sal- 
aries, advertising, salesmen’s commis- 
sions, deliveries, carrying charges and 
service cost money — money which the 
customer’s contribution, even when it 
was forthcoming regularly, did not 
fully cover. There was no use in play- 
ing Santa Claus to customers, and 
they decided to change their system. 

They selected first such merchan- 
dise as was not being advertised com- 
petitively and raised the price to the 
point where they could count on a 
comfortable margin. Somewhat to 
their surprise, the sale of ranges re- 
sponded with an increase. The range 
department has since that time been 
carried on with an attractive profit, 
keeping six salesmen busy in the field. 
In cases where competitive advertis- 
ing leads the customer to question a 
price, the salesmen are taught to ex- 
plain the situation frankly. If the 

(Please turn to page 20) 
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y FOCUSING 





@ It is difficult to sell refrigerators on 
generalities. Specific qualities are of 
most interest and of greatest influence on 
prospects. 


lf you are fortunate enough to be sell- 
ing refrigerators using Dry-Zero Insulation, 
you will find this little folder full of some 
of the most specific, useful and effective 
information you have ever had. 


This colorful folder is designed to hand 
to your prospects and it tells in a clear, 
simple way some of the most important 
things about refrigerator efficiency. You 
can use it every day in your selling. Your 
prospects will find it a helpful gesture on 
your part. 


How Dry-Zero Insulation 
Saves 


Among other things, it explains how 
Dry-Zero Insulation in your refrigerator 
saves from 30c to $2.00 per month in cost 
of operation. You can have copies free, 
but those who have used it are eager for 
more copies and the supply is limited. 
So act quickly. 


Just write on your business stationery, 
mentioning the refrigerators you sell, to 
Dry-Zero Corporation, Merchandise Mart, 
Chicago, or 687 Broadview Avenue, 
Toronto, Ontario. 


A Message for Refrigerator Dealers 

















They Sell “UP” 
em CONTINUED FROM PAGE 1 Semen 


customer wishes to seek lower prices 
elsewhere, he is free to do so, but the 
Saviers Company, it is pointed out. 
can count on surviving and, inci 
dentally, on rendering unparalleled 
service to the customer, only if i 
makes a reasonable profit. The firm js 
also frank about letting the town 
know that it is a good citizen. The, 
tell of the civic affairs in which the 
firm engages, the taxes it pays and the 
civic improvements in which it shares. 
All of which justifies the fair price of 
the merchandise it sells. 

When this point of maintaining 
prices is considered, it is well to re- 
member again that the electrical mer- 
chandising business was started by the 
Saviers at the nadir point of the de- 
pression and that since that time busi- 
ness cannot be said to have enjoyed a 
moment of true “normalcy”. Never- 
theless it is Mr. Stampfli’s verified 
experience, tested by the worst of the 
worst hard times the country has 
known, that it should never be the 
object of a sale to attempt to locate 
the lowest price level at which cus- 
tomer and merchant can agree but 
rather to find the appliance which will 
best suit the customer’s needs, to be 
paid for at a price which allows a 
fair price to the dealer. The higher 
price and the better quality of mer- 
chandise result in a more satisfactory 
transaction on both sides. Indeed, Mr. 
Stampfli is of the opinion that manu- 
facturers have done the electrical in- 
dustry serious damage during the last 
few years by the issuance of cheap and 
poorer quality ranges and other equip- 
ment, designed originally for TVA 
and other depression market demands. 
The widespread distribution of this 
“less than best’’ merchandise will, he 
believes, result eventually in servicing 
troubles and in dissatisfaction which 
may seriously delay the spread of the 
electrical idea. 

*“* * 

The idea of selling “up” is used in 
every department of the business. A 
special showroom for refrigerators 
has been provided off the main room, 
where refrigerator prospects can be 
taken away from interruptions of 
store traffic. Here a cheap competi- 
tive refrigerator has been installed, 
which is used in comparative demon- 
strations. A number of comparative 
tests are planned which bring out the 
telling points of the Westinghouse 
equipment which the store carries, the 
materials for the experiments being 
kept always at hand in a corner “what 
not”. The argument is directed not 
against this particular make of refrig- 
erator, but in general against the 
danger of trying to save money in 
cheap purchases which lose in the long 
run. The customer who notes the dif 
ference in construction and enamel 
finish, the advantages of quiet opera- 
tion and sees the metered records 0! 
current consumption, is in a frame 0! 
mind to buy a better and larger box 
than was perhaps originally intended 
Even as between numbers in thei! 
own line, the salesmen are taught ' 
sell up. 

A similar idea is used in rad 
where a separate room gives the sales 
man opportunity to lead the prosp« 
to consider the advantages of t’ 
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better set in performance. Here, too, 
the emphasis is not on the cheaper set, 
but on the one which will give qual- 
ity satisfaction. 

The store is a corner one in an old 
building, completely remodelled along 
modern lines. Windows almost to the 
sidewalk level on two sides provide 
interest from the street and permit 
the entire store to serve as a display. 
Inside, an angular staggered effect of 
wall cases provides a large space for 
the showing of small appliances and 
also produces retired corners which 
are effective points of advantage in 
which to withdraw with a customer 
out of the main traffic of the store. 

Mr. Stampfli designs his own ad- 
vertising, using the mat material sent 
out by the manufacturer by cutting it 
up and piecing it into the desired 
form. As there is no engraving plant 
in town and mat service is not fur- 
nished by the newspaper, this method 
gives effective results at a low cost. 
He also uses sales talks on the radio 
and the store cooperates in putting on 
cooking schools from time to time. As 
emphasis is not on price, the ads stress 
home service and dependable construc- 
tion. The store is not afraid of the 
price, however, which is occasionally 
openly stated as a quality guaranty. 

A special fleet of trucks painted 
white, with gold leaf and red letter- 
ing, with an attractive chromium bar 
and carpet strip protection for the 
delivery of merchandise, make a good 
travelling ad. 

Financing has been done through 
one of the regular firms, but during 
the F.H.A., of course, the greater 
part of the financing was of this type. 
It was not the custom of the store to 
make use of prospects posted by the 
F.H.A., but on the other hand full 
advantage of the government’s financ- 
ing offer was taken, in advertising and 
sales talks. Fully 70 percent of the 
prospects originate in the store itself, 
the remainder resulting from cold can- 
vass and from calls on old customers. 
The company has a staff of twenty- 
five, including salesmen and office 
help. Salesmen are on a commission 
and drawing account, and even dur- 
ing these hard times have been able 
to make a good living and to support 
an automobile. The firm also employs 
a saleswoman who conducts ironing 
bees and aids in home demonstrations. 
Sales meetings are held at regular 
intervals, at which suggestions from 
the men in the field are welcomed, 
and frequently acted upon. The store 
is run on the general staff idea. 

Let it not be thought from the 
above that Reno has enjoyed any spe- 
cial freedom from the economic ills 
of the rest of the country. The main 
occupations of the state are mining 
and cattle raising, neither of which 
has flourished largely during the past 
few years. The visitors who sojourn 
in Reno “to establish residence” are 
not there long enough to purchase 
electrical equipment — at best they 
add to the hotel and boarding house 
load for the power company. Never- 
theless, it has been possible to start 
from a simple line of radios in 1932 
and with no concessions to the psy- 
chology of fear, to build up a going 
business, which last year was greater 
than that of the power company mer- 
chandising department itself during 
its peak year. The foundation of this 
success is unquestionably to be found 
in the firm’s adopted principle, that it 
pays to “sell up”. 
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A three-minute plain talk with 


merchants who are not in business 


for their healt’ 





Youre reading “Electrical Merchandising” — which 
shows you keep your eyes peeled for smart ways to 
multiply your dollars — for new lines that mean more 
profit without more overhead. 








VISION—COURAGE—MERCHANDISE 


For the first time in history, a manufacturer of lighting 
equipment has the vision, the courage, and the mer- 
chandise, to get behind his product with modern high 
efficiency promotion. Back of every Lightolier custo- 
mer, today, is the same drive and action that have made 
tremendous profits for dealers selling electric refriger- 
ators, radios, washing machines — but have never be- 
fore been available in the field of residential lighting. 


Now, with the biggest building boom in history under 
way, Lightolier invites dealers who have been picking 
profits off their sales floors to pick profits off their 
equally fruitful ceilings. It shows them a new way — 
with a different line — to turn their “overhead” into 
profits! 














QUESTION FROM YOU: 
“Well, Lightolier—what are you really doing?” 
ANSWERS BY US: 

1. NATIONAL ADVERTISING: digging in deep month 
after month with generous space in a list of magazines 
read by a majority of the architects, decorators, home | 
builders and home modernizers of Ametica . . . nearly | 
8,000,000 per issue. Thousands of inquiries all handled 

in our customers’ interests. 

2. “THE CHARM OF A WELL LIGHTED HOME” — the 
most complete and alluring booklet ever given to a fix- 


ture buying public. It will induce people to go to 
Lightolier customers and say, “These are the fixtures I 
want’. 


5. THE 1937 STYLE BOOK — now ready—so full of new 
ideas in lighting that it is nothing short of “selling- 
dynamite”. It offers a variety of choice for every type of 
architecture and every class of home, instead of aimless 
duplication that clogs ceilings and confuses customers. 
It is a line cleared for action and profits, meeting every 
demand of today’s construction, and priced so you can’t 
miss a sale you go after. But the Style Book goes ONLY 
to Lightolier customers—in line with our policy of 
selective distribution. 


Keen electrical merchants are proving every day that 
they can make real money selling Lightolier equipment. 
Don’t let this profitable business get away from you 
now. Why shouldn’t you — instead of the other fellow 
— make substantial lighting fixture profits? 


If you want to enjoy the profitable opportunities the 
Style Book offers, show us that you mean to use this 
book to our joint advantage. All you do is make a mod- 
erate investment and carry the catalog. We supply the 
instantaneous service and carry the fixtures. Nobody 
carries the bag! 


We repeat — the biggest building boom in history is 
now under way. Make it start earning for you. Get the 
details of the LIGHT- 
OLIER GUARAN- 
TEED PLAN. Learn 
how little you need 
invest, how much and 
how quickly you can 
profit. 


Send us the 


coupon now 


LIGHTOLIER 


p---------{ COUPON} -------71 





LIGHTOLIER — t 
\ Claremont & West Side Aves., Jersey Ci'y, N. J. 
1 Yes — tell me all about your Guaranteed Plan and I 
1 how it will help me make money on lighting fixtures. ! 
i ‘ | | i 
Name ; 
I ! 
y Address - 





Now it’s the 


NEWSIEST 


thing on the Market 


HAMILTON BEACH 
ICELESS FREEZER 


D. 
MONICA ADLARD. nen 
BY 1) coming to yo oki 

nm thr ne and try 
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ly 
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whip the se 
matically 

auto reach s 
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Clipping ee May 8tb issue of the 
Chicago Daily Tribune. Watch for 
similar items im your own newspaper. 


The new Hamilton Beach Iceless Freezer is now the favorite subject of 
newspaper Household Editors the country over. They’re telling millions 
of housewives of this new modern way to make smooth ice-free frozen 
desserts in the electric refrigerator. The freezer has created interest 
beyond our wildest expectation and is sweeping the country with brush- 
fire intensity. 

We are accelerating this interest with an extensive National Advertising 
program—19,000,000 sales messages now running in The Saturday Eve- 
ning Post, Woman's Home Companion, Better Homes and Gardens and 
American Home. We supply a full array of dealer helps—window and 
counter displays, recipe booklets, folders and mats for local newspaper 
advertisements—all free on request. 








MAKES SMOOTH, OLD- 
FASHIONED ICE CREAM 
IN ELECTRIC REFRIGERATORS 


The Iceless Freezer is conveniently placed 
Vy in the ice cube compartment of the electric 
refrigerator—and plugged in. (Refrigerator 
door closes on flat cord without injury.) 
The motor-driven paddles stir the mixture 
as it freezes—producing a smooth, fine- 
textured ice cream. 


S 





(CAUTION: The Iceless Freezer does not 
work in ali electric refrigerators. An approved 
list is packed with every freezer. Be | the 
customer to whom you sell an Iceless Fréezer 
has a refrigerator in which it will work.) 























Cash in on the demand that is being created for the Hamilton Beach Iceless Freezer. 
It's the only one on the market. Every sale means extra profit—no cutting into or 
replacing any item you're now handling. Retail price $9.95. (Western price $10.45.) 
Order from your Jobber’s Salesman now. 


HAMILTON BEACH COMPANY, RACINE, WISCONSIN 
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After FHA What? 








sive appliance merchandiser. 

So much for the evolution of finance 
plans during the past few years. The 
writer, after visiting a number of dis- 
tributors and dealers in New York 
State, will devote the remainder of this 
article to impressions gathered in this 
section bordered by the Great Lakes 
on the West, Canada on the North and 
the Hudson River on the East. 

A good part of the reason for the 
ready availability of finance service for 
the dealer lies in the recently developed 
policies of the larger established finance 
companies in discounting appliance 
paper. It is an acknowledgement that 
purchases for the home, embracing as 
they do refrigerators, washers, iron- 
ers, oil burners and coal-stoking equip- 
ment, radio sets, water heaters and 
electric ranges, constitute one of the 
safest forms of paper known. The 
growth, too, of combination sales of 
two or more pieces of major equip- 
ment which brings the sale and the 
transaction into the $200 to $300 class, 
if not higher, constitutes a potentially 
high volume of business. 

The leading companies actively dis- 
counting appliance paper in the terri- 
tory include, in addition to the Econ- 
omy Purchase Plan, operated by the 
Commercial Credit Company, the fol- 
lowing which offer through their regu- 
lar offices factory-sponsored “6% 
plans”: 

General Motors Acceptance Corpo- 
ration, Commercial Investment Trust 
Company, Commercial Credit Com- 
pany, General Electric Contracts 
Corp., Redisco, Morris Plan Bank. 

In the Central Hudson plan, the 
company acts as a billing and collect- 
ing agency for the dealer, provides low 
cost (5 per cent) financing through 
FBC and makes it possible to arrange 
for terms ranging from six months on 
radio sets to five years on refrigera- 
tors, ranges and water heaters. The 
non-recourse element is handled by a 
charge of 3 per cent of the unpaid 


| cash balance on contracts financed for 


CONTINUED FROM PAGE 3 





more than 36 months. The non-re 
course charge by FBC is then paid to 
Central Hudson which, in turn, as- 
sumes the dealer’s contingent liability 
According to H. E. Dexter, commer 
cial vice president of the company, the 
plan has worked out satisfactorily to 
all parties. Its long term provisions, 
extending to five years, is the com 
pany’s spearhead of attack on the lower 
income market—a market which Mr. 
Dexter believes cannot be cracked un- 
less you get monthly payments down 
to as low as $1 

The other plan mentioned, the econ- 
omy purchase plan, also requires the 
cooperation of the utility company and 
by reason of its growing acceptance by 
important companies is potentially a 
most important development. Its lib- 
eral terms and low finance charges are 
made possible because (1) it makes 
use of the utility company’s local office 
for the routine of booking, billing and 
collecting instalments on unpaid bal- 
ances and (2) it exacts a penalty from 
slow-paying purchasers, thus placing 
the cost of overdue instalments where 
it belongs. In other words, if the cus- 
tomer is ten days late paying his in- 
stalment, he is socked 25 cents; if he 
is over 20 days late, the bee is put on 
him for an additional dollar. 

The manufacturers come into the 
picture by providing a contingent loss 
reserve which costs them 4 of 1 per 
cent of the total amount of deferred 
payments (less the finance charges). 
Practically every appliance manufac- 
turer, with two notable exceptions are 
cooperating under the plan. The 
strength of their position under the 
arrangement with Commercial Credit 
may be understood from the fact that, 
in 1934, only two deals went sour which 
meant that the fund for repossessions 
was strained to the extent of $125.47 
out of a total business done of 1,680 
deals running over $250,000 in volume. 
In 1935, out of 22,374 transactions, 
amounting to over $3,000,000, only 
five went sour for a total loss of $657.28. 











You better do something about Grandpa's glasses, 
Ma — look where he's trying to stick that plug 
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To date the total of repurchases from 
dealers on account of repossessions 
amounts to 1.3 per cent of the total 
business. 

Here, therefore, is a plan which 
easily appeals to the dealer who may 
have been worrying about FHA’s tail- 
spin. Terms under FHA were 5 per 
cent per annum; under Economy Pur- 
chase Plan they are 5 per cent per 
annum, plus $1 for the contract, plus 
$1 for each year or part thereof that 
the contract has to run. It is a plan 
which any dealer can participate in be- 
cause it is predicated on the credit of 
the consumer rather than the credit of 
the dealer. It is a plan which requires 
only the cooperation of the utility com- 
pany in collecting and billing to be put 
into effect in any territory. 

Naturally, there are objections raised 
by dealers. One frequently raised con- 
cerned the necessity of the customer 
making their payments to the power 
company rather than direct to the dealer 
whose most important continuing con- 
tact with the customer came when bills 
were paid at his counter. Some dealers 
get around the difficulty by financing 
smaller transactions themselves and 
discounting only the long term con- 
tracts through the finance company. 
In this way, they make their own store 
the contact point with the customer. 
The objection does not really count, 
though, when it is considered that any 
financing through a special company 
is usually paid by check or in person 
at the local office of that company. In 
any case the dealer would be by-passed. 

Another objection raised to the 
Economy Purchase Plan was brought 
by one or two of the larger dealers. 
Their credit rating being good and the 
availability of a financing service al- 
ways having been a natural part of 
their set-up, they are hardly inclined 
to look with favor on a plan which 
puts into the field a bunch of small 
competitors. The only qualification a 
dealer has to have under the Economy 
Purchase Plan is that he be of good 
moral character, have some little ex- 
perience—and have a desire to succeed. 
That brings in pretty nearly everybody 
from the radio service man operating 
from the cellar of his own home to the 
salesman who wants to go in business 
for himself. Proof of the pudding is 
that, in Buffalo, where the plan has 
been two years in operation, that total 
transactions have shown marked in- 
creases and that the number of dealers 
participating in the business have in- 
creased likewise. And yet only 8 per 
cent of the transactions offered to 
Commercial Credit were turned down 
on a credit basis. And the number of 
repossessions under the plan, as re- 
marked above, stand at only 1.3 per 
cent for the two year period. 

Naturally, no finance plan, regard- 
less of its general benefits, receives 
100% acceptance from the dealers. A 
plan that benefits the small specialty 
appliance dealers is, in some cases, 
frowned upon by department stores, 
furniture stores and those dealers who 
have surplus money to employ in hand- 
ling their own paper. Concerns in this 
category who have their own credit 
and collection facilities and offer, as 
a general rule, a decidedly lower rate 
than is available through typical plans, 
resent the fact that the smaller dealers 
may compete with them on more or 
less an equal basis in regard to terms 
and rates. The Economy Purchase Plan 


(PLEASE TURN TO PAGE 69) 








Beat summer slump 























LIDO CLEAR ELECTRIC MODEL 





SNACK TRAY 











LIDO CLEAR KITCHEN MODEL 
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Feature this phenomenal 


PREMIUM DEAL for July 


LIDO CLEAR 4#1EX 
Electric Model 


with 4#LEX SNACK TRAY 


$9.9 95 
8 , value for only $6 


Here's a promotion designed to get thousands of new 
customers into your housewares department during the 
month of July. Here's a premium deal that will prove 
to be the magnet of the month. 





Boost summer sales with this deal 


You sell the new Lido Clear Electric Model SILEX 
in 6-8-12 cup sizes at the regular retail price of $6.95 
. . . and you give asa premium this large size SILEX 
Snack Tray. Retail value $1.95. 


A premium for buying 4tLEX 


The tray is black or red molded material. It's 16” in 
diameter. It's exactly what your customers have been 
wanting for serving tall summer drinks. It's a natural for 
this season of the year. Place your order now. For one 
month only. This offer expires July 31, 1936. 


For additional profits . . . Lido Clear Kitchen 
Model with premium Snack Tray. $5.90 value 
ONLY $4.95 


Sell the Lido Clear Kitchen Model in 6-8-12 cup sizes 
and the Snack Tray at a combination price of $4.95. 
The flat bottomed Lido glassware is most efficient for 


glass coffee maker service. For the month of July you 
can offer this $5.90 value for $4.95. Place your order 





now. 
FALE X 
GLASS COFFEE MAKER 
For new sales — Mail this coupon today 


THE SILEX COMPANY DEPT. EM6 


Hartford, Conn. 


Please send me, without cost or obligation, information about the 
July Premium Deal that will make more profits for me this summer. 


Name 
Street 
City 


State. 
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WOOL {Light Pressure} 


THE U. S. GOVERNMENT, says through the 
Dept. of Agriculture in Bulletin 1497, 
“Revised Methods and Equipment for 
Home Laundering”: — 

Page 5, “Operation of Wringer — 
When using the wringer ADJUST 
THE PRESSURE to the kind and 
quantity of clothes being wrung.” 


ADVOCATED by the 
U.S. Government, by 
authorities associated with 
the great national women’s 
magazines, by textile experts, 
and by leading domestic science 
teachers, a wringer with adjust- 
able pressure is the only type of dryer 
that can be used safely on all kinds of fabrics. 


The delicate fibres of woolens, silks, and rayons 
demand less pressure than do the tougher fibres 
of cottons and linens. The former /ose strength 
when wet, whereas the latter gain in strength when 
immersed in water. 


All Lovell wringers have both adjustable pressure and 
balanced pressure. Balanced pressure insures thor- 





ough extraction of water, loosened particles of dirt, 





soap, and lint from edge to edge of every garment. 
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LINEN (Medium , 3} «= COTTON (Heavy Pressure} 


UNIVERSITY OF WISCONSIN, says through Prof. 
Paul H. Nystrom in his book,” Textiles”’:— 


Page 295, Care in Laundering — 
“Washing in too hot or too cold 
water, the use of alkalies or strong 
soaps, or THROUGH 
TIGHT WRINGER ROLLS 
shrinks and hardens wool fabrics.” 


More thana half century of 
wringer building experience 
(making every part of the 
product in its own plant) has 
won world-wide acceptance for 
Lovell Wringers among particular 
women who prefer to have their wash- 
ing done in their own homes and according 

to their own standards of cleanliness. 


LOVELL MANUFACTURING COMPANY 
ERIE, PA. 







SEND FOR THIS BOOKLET. This 48-page 
booklet will be mailed free of charge to 
anybody engaged in the manufacture or 
sale of power driven washers. Contains 
much information on correct methods of 
home laundering never before published. 
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Cooperation 


Succeeds 
in Reno 


Under the leadership of H. A. 


Lemmon of 


the Sierra Pacific 


Power Company, dealers are sell- 


ing three times the appliances for- 


merly sold by the power company 


OR three years the Sierra Pa- 

cific Power Company, with 

headquarters at Reno, Nevada, 
has done no merchandising of elec- 
trical appliances, but in those three 
years, depression years though they 
have been, the district which the com- 
pany serves has gone steadily ahead in 
increased use of electricity, as meas- 
ured by any test you may wish to 
apply. 

The annual per capita consumption 
of electricity in the home has increased 
during this period during which elec- 
trical selling has been in the hands of 
dealers from 885 kw.-hr. to 1,005 
kw.-hr. Electric range saturation, 
which in 1932 stood at 22 per cent, 
now has reached an altitude of 40 
per cent, third highest in the entire 
United States; electric refrigerator 
saturation has gone up from 23 to 42 
per cent. The number of electrical 
dealers in the field has increased and 
the individual dealers are very much 
stronger. The volume of electrical 
merchandise sold is immeasurably 
greater. The cost to the power com- 
pany of putting this load upon the 
lines is less. Dealer-company relations 
are good and what is more, public 
relations have so improved that 
whereas a bill for banning the power 
company from the merchandising field 
was actually passed by the Assembly 
in 1932 and prevented from becoming 
a law only by action in the Senate, 
during this past year a public owner- 
ship candidate in the Reno district was 
overwhelmingly defeated. 

The beginning of this cooperative 
experiment dates back to the year 
1931, which was the year of highest 
achievement in merchandising which 
the Reno power company had seen. 
It had twelve appliance salesmen in 
the field and almost as many in the 
office, who together managed to 
achieve a gross volume in appliance 


sales for the year of $200,000. The 
record included the sale of 399 ranges 
and 285 refrigerators. It may be men- 
tioned that there were but five so- 
called electrical dealers in the. entire 
territory served by the company and 
only two appliance stores. Public feel- 
ing against the power company was 
rather high. 

It was at this point that the Sierra 
Pacific Power Company, with H. A. 
Lemmon, commercial manager fur- 
nishing the inspiration, decided to go 
out of the appliance selling business 
altogether, except for refrigerators, 
and to turn it over to the dealers. 
The next year the depression, which 
lagged a little behind schedule in this 





Dealer's stores with full lines of ap- 
pliances are the order in Reno since the 
power company adopted their coopera- 
tive program. 
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Some idea of what dealers in Reno think of “Hal” L 





manager of the Sierra Pacific Power Company, may be gathered ‘by the scroll 
above presented to him and signed by all of them. 


section, struck Reno with full force 
and, as elsewhere in the country, has 
hung around more or less ever since. 
In spite of this fact, the record of the 
dealers for 1932 was so encouraging 
that in 1933 the power company re- 
linquished electric refrigerators as 
well as other selling efforts, and since 
that time has left electric appliance 
sales entirely to the dealers. 

There are now twenty-six active 
merchants in the electrical field in this 
territory, with fifty salesmen in their 
employ. Electric range sales for the 
first ten months of last year through 
dealer channels reached a figure of 
686, electric refrigerators sold totaled 
857 — almost double for ranges and 
more than three times for refriger- 
ators what had been sold in the record 
year of 1931. Total appliance sales 
for the past year by dealers ran well 
over $600,000, or more than $63 per 
capita for every one of the company’s 
9,460 domestic consumers. 

These figures conceal in their totals 
such detailed records as the fact that 
whereas two electric ranges were sold 
by power company salesmen in 1931 
in the town of Lovelock, Nev. (popu- 
lation 1,200), last year this commun- 
ity supported two electrical dealers, 
one of them with a salesman in his 
employ, who between them sold 35 
electric ranges. 

It is interesting to note that by far 
the largest part of this selling was 
done by so-called specialty dealers. 
The fourteen electrical dealers in the 
territory sold 93 per cent of the elec- 
tric ranges and 72 per cent of the 





electric refrigerators sold last year. 
The eleven other dealers sold the re- 
mainder — department stores, furni- 
ture stores, hardware stores, and chain 
branches. 

This achievement has, of course, 
not been accomplished without the ac- 
tive support of the power company, 
but this has taken the form of advice 
and service rather than, as formerly, 
of active selling leadership. Four types 
of aid are rendered. First, a bonus is 
paid directly for the sale of electric 
range, water heater, refrigerator or 
space heater. Second, a wiring allow- 
ance is granted for all ranges which 
displace competitive fuels. Gas is ex- 
cepted, for the Sierra Pacific Com- 
pany is a combination company. 
Third, the power company cooperates 
in advertising; and, fourth, assistance 
in cooking schools and home demon- 
strations is available to those cooperat- 
ing in these activities. The power 
company usually furnishes the home 
economist at cooking schools and bears 
a portion of the cost. 

Bonus payments are made monthly 
and are paid for such sales as increase 
the connected load —that is, where 
they displace competitive fuels, are in- 
stalled in new homes, or are of larger 
rated capacity than former equipment 
used. The allowance includes fifty 
cents per kw. for each kw. of electric 
range or other cooking device of at 
least 3-kw. capacity, which is wired 
on a 3-wire, 115-230 v. system. For 
electric water heaters, $1 is allowed 
per kw. for each kw. of capacity, with 

(Please turn to next page 
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the same restrictions as above. In 
neither case is the bonus paid if the 
equipment replaces a manufactured 
gas appliance. Two dollars is allowed 
for each electric refrigerator sold. 
Space heaters of 2 kw. or more capac- 
ad and wired for 230 v. bring $1 per 
w. 

A wiring allowance of $35 is paid 
on the installation of an electric range 
of at least 6 kw. displacing a range 
using competitive fuel (not gas) in a 
residential home which has been wired 
for electricity for at least one year and 
which has not used gas for cooking for 
at least six months. Average costs of 
wiring in this vicinity are about 
$42.50, the remainder being absorbed 
by the dealer. Wiring allowances are 
granted for about 52 per cent of all 
ranges sold. 

Advertising is done entirely over 
the dealers’ signatures, the power com- 
pany sharing not to exceed one-half 
of the cost of copy featuring electric 
ranges, water heaters, refrigerators, 
space heaters or announcements of 
electric cooking schools, on a schedule 
which has been agreed to in advance. 
The amount permitted each dealer is 
based upon past sales, with due allow- 
ance for the future. Copy is approved 
by the power company before publica- 
tion and the bill for its share of such 
advertising is sent direct to the utility 
by the newspapers. 


Vacation Territory 


One portion of the territory served 
by the Sierra Pacific Company is ac- 
tive solely during the summer vaca- 
tion period and here load building 
bonuses alone are allowed. 

Under this arrangement, the power 
company has been able to reduce its 
commercial department to a purely 
service organization, with six in staff, 
handling complaints and public rela- 
tions and promoting such educational 
programs as that of the Better Sight — 
Better Light activity. Load building 
costs are low. During 1935 it is fig- 
ured that the expense to the power 
company of each added range aver- 
aged $9.30, with $7.90 for every 
electric refrigerator. These costs in- 
clude bonuses, advertising, radio, ad- 
ministration and overhead, clerical 
expense, rental of floor and window 
space (cooperative displays are main- 
tained at all times by the dealers in 
the utility’s offices), and all other costs 
except allowance for wiring. This is 
capitalized and so not rated as a load 
building charge. From the utility's 
standpoint it may be noted that there 
are no time payment accounts receiv- 
able on its books and that its industry 
and customer relationships are good. 

Dealers, under this program, are 
successful and prosperous. Several of 
the stores in Reno, for instance, rank 
with anything in the country. Retail- 
ers maintain a cooperative trade asso- 
ciation with a code of fair trade 
practices which is strictly followed. 
The dealers themselves insist on this 
compliance and, indeed, there has been 

PRODUCT OF no serious difficulty since the program 

GENERAL MOTORS was started. The right to modify the 
plan at any time in the interest of all 
is reserved by the utility. 
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It is significant that the record 
domestic consumption of electricity in 
this district has been made without 
any special emphasis upon water heat- 
ing, as the utility is engaged also in 
the gas business. Furthermore, stand- 
ard appliances have been sold through- 
out. Electric ranges are sold at 10 per 
cent above manufacturer’s list, thus 
allowing a more adequate margin for 
the dealer and enabling him to absorb 
the difference between wiring allow- 
ance and cost. 

The advertising and promotional 
job is thoroughly handled by the deal- 
ers, who utilize both newspapers and 
radio in the work. Cooking schools in 
dealers’ stores, in public auditoriums 
in cooperation with the local news- 
paper, and over the air have all been 
used during the past year. The aver- 
age number of salesmen per dealer is 
two, the larger dealers maintaining 
really impressive appliance selling or- 
ganizations. 

Credit for this achievement in co- 
operation is given by the local indus- 
try to H. A. Lemmon, commercial 
manager of the power company, sup- 
ported of course, by Geo. A. Camp- 
bell, president, and the other execu- 
tives of the company. At a banquet 
last fall celebrating the attainment of 
the 1,000 mark in kw.-hr. consump- 
tion per domestic consumer, the local 
dealers united in a testimonial to Mr. 
Lemmon. Individual merchants ex- 
pressed their praise of the program 
and the way in which it was admin- 
istered, presenting to Mr. Lemmon 
at the close of the meeting a scroll 
embodying these sentiments. It is 
reproduced at the beginning of this 
story. 


| Just Looking 








C. M. Woodrum hails from Charleston, 
W. Va., a city where a low gas rate 
makes electric refrigerator selling that 
much tougher. Avs retail sales manager 
of Electric Home Appliance Co. with a 

of under him, Mr. 
Woodrum dug into his hat for something 
and came out with something that has 

working. 

When the salesman is talking with a 
prospect at her home the subject of gas 
refrigeration always comes up. When it 
does, he looks around for a ceiling fix- 
ture, saying “Excuse my looking around 
Mrs. Brown, but when you said that | 
didn't think your house was wired.” 

As a result, Mrs. Brown usually feels 
slightly taken aback and will at least 
give the salesman a chance to present his 
story. 











GOOD BYE- 


“BREAD AND WATER, PROFIT 





DM take mr 
‘Cake'/ -_/ 9 


That’s what Washing Ma- 
chine Distributors and 
Dealers are saying by their 
response to the more profit- 
able franchise offered on— 


The 1936 Line of 
AUTOMATIC 
WASHERS 





**24 Carload Slice’’ 
for Oklahoma City 


Mr. E. L. Bozarth, President and Treasurer 
of the Hughes-Bozarth-Anderson Company of 
Oklahoma City, writes: 


“The 1936 line of Automatic Washers gives 
us what we want. Our territory ought to be 
good for 24 cars this season. We can truthfully 
say that we have had practically no complaints 
at all and very little service on Automatics— 
and it is certainly a pleasure to sell om. Your 
new transmission guarantee should appeal to 
every dealer, not only from the standpoint of 
fairness, but the $2.00 you pay the dealer for 
his time in making the change.”’ 


You can go to town with this line 
because we are giving Dealers and 
Distributors just what they asked 
for. If there’s a better Washer deal 
being offered I haven't heard about 
it. So if you want to make some 
money ... if you want to eat “cake” 
. write for complete information. 


President and General Manager 
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aa Pensery Sale 
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5 MODELS 
ranging from $49.95 upward. 
(Slightly higher in West.) Several 
available with gasoline engine 

»wer. Also the new Automatic 
Seve. A-Day Ironer. 








Here’s How Automatic Gives 
Dealers What They Asked For 


I. A complete line. 

2. A line with real quality. 

3. “Eye Appeal” in every model. 
4. Exclusive sales advantages. 

%. Effective merchandising helps. 
G. A worth while profit. 

Automatic gives you all these, 


including “the best profit in the 
industry.” 


199 W. Third St. 








AUTOMATIC WASHER COMPANY 


Newton, lowa 





Automatic Washer Company 
199 W. Third St., Newton, Iowa 





wet 6 os FF i “~ ce”’ 
change. Send along your proposition. 


"A PIECE OF CAKE” 


SEND THE COUPON =! 
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Address 


Se acawes — .. State 
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I'd like to “‘eat cake for a 


The new C. |. T. 6% Budget Plan now 
covers all sales financing needs of house- 
hold appliance dealers. One plan and 
one chart serve for all approved prod- 
ucts. Furthermore, you can now offer 
your customers a combination Budget 
Plan sale of any two or more accept- 
able appliances in one contract. 


This Plan fills the gap left by the with- 
drawal of FHA. Your prospects who were 
considering a purchase under FHA will 


(The new 















































GILT. 


Ce HELPING DEALERS TO WIDEN THE SCOPE OF THEIR BUSINESS 


PACE 28 


o BUDGET PL 


C. |. T. CORPORATION * NEW YORK * CHICAGO * SAN FRANCISCO 
A UNIT OF COMMERCIAL INVESTMENT TRUST CORPORATION 
CAPITAL AND SURPLUS MORE THAN $100,000,000 


welcome the extension of the C. |. T. 6% 
Budget Plan to the household appliance 
field. It will help you close many sales 
quickly that might otherwise drag on 
and be lost. 


Millions of people have had first-hand 
experience with C. |. T. in the course of its 
28 years of service. Use this confidence 
to help build up your sales. Feature 
the C. |. T. Budget Plan as a convenient 
way to buy. 


Call the nearest C. |. T. Office today 


Abilene - Akron ~- Albany ~- Altoona 
Amarillo — Asheville — Atlanta ~ Augusta 
Bokersfield — Baltimore — Bangor — Bay Shore 
Beaumont ~ Beckley — Billings — Binghamton 
Birmingham ~ Boise — Boston — Bridgeport 
Bronx — Brooklyn — Buffalo — Butte - Camden 
Cape Girardeay ~- Carbondale ~- Cedar 
Rapids—Charleston-Charlotte-Chattanooga 
Chicago-—Cincinnati-Clarksburg—Cleveland 
Columbia — Columbus— Cumberland ~ Dallas 
Dayton ~ Denver — Des Moines — Detroit 
El Paso ~ Erie - Evansville — Florence 
Fort Wayne - Fort Worth-Fresno— Glens Falls 
Greensboro — Greenville — Hagerstown 
Harrisburg — Hartford— Hempstead — Hickory 
Houston — Huntington, W. Va. —- Indianapolis 
Jacksonville - Jamaica - Jamestown 
Jersey City — Johnson City — Kansas City 
Knoxville — Lexington — Lincoln — Little Rock 
Los Angeles—Louisville-McAllen—Manchester 
Memphis~— Miami- Milwaukee — Minneapolis 
Mobil tg y-Montpelier-Mt. Vernon 
Nashville - Newark -Newburgh- New Haven 
New Orleans ~- New York - Norfolk 
Oklahoma City - Omaha ~- Orlando 
Paducah ~ Paterson - Peoria — Perth Amboy 
Phoenix — Philadelphia ~— Pittsburgh 
Portiand, Me. ~ Portland, Ore. — Portsmouth 
Poughkeepsie — Providence — Raleigh 
Reading - Reno —- Richmond, Ind. 
Richmond, Va. - Roanoke ~ Rochester 
Rome, Ga. -Sacramento- St. Lovis— Salisbury 
Salt Lake City — San Antonio - San Diego 
SanFrancisco-San Jose-Savannah-Scranton 
Seattle-Spartanburg—-Spokane~-Springfield, 
Mass.-Springfield, Ohio—Stockton—Syracuse 
Tampa ~ Toledo ~ Tucson — Tulsa — Utica 
Washington - Watertown - Wheeling 
White Plains - Wichita — Wilkes-Barre 
Wilson - Yakima — Youngstown —- Zanesville 








Dealers everywhere are using this 
display sign in their windows and 
showrooms. Get copies of this sign 
and of the C. |. T. 6% Budget Plan 
Chart No. 7165 from the nearest 


C. |. T. office. 




















CP Gf Ce Hy} A 
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HEATERS 


Vv 


ROOM 
COOLERS 


Vv 


DISH 
WASHERS 


IRONING 
MACHINES 


Vv 


ELECTRIC 
WASHERS 


Vv 


COMMERCIAL 
REFRIGERATION 


Vv 


AIR 
CONDITIONING 


AUTOMATIC 
HEATING 
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RADIOS 


Vv 


VACUUM 
CLEANERS 


and others 
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his is YOUR opportunity to increase 
YOUR electrical housewares business by capitalizing the 
‘June Bride"’ market. Here's how! Promote June in your 
community as National ELECTRICAL WEDDING MONTH! 
Here's what you do. . . . Secure promotional material from 
your manufacturer-supplier listed below. . . . Install window 
and interior displays featuring electrical housewares and in- 
corporating the ELECTRICAL WEDDING MONTH Poster. 
. . « Use Newspaper Advertisements, News Releases and 
Direct-Mail Stickers to tie-in with the National Campaign. . . . 
And play up the “HONEYMOON CRUISE" PRIZE 
CONTEST—a novel sales idea that will build real business 
for YOU if you will let it. 
of any kind. Get in touch with your manufacturer-supplier 


TODAY! 


No cost to you. No obligation 


RY 4 NEWS 


POSTER 





AMERICAN ELECTRIC HEATER COMPANY 
GENERAL ELECTRIC COMPANY 
HAMILTON-BEACH MANUFACTURING CO. 
KNAPP-MONARCH COMPANY 
LANDERS, FRARY & CLARK 
MANNING-BOWMAN & COMPANY 












CONTRIBUTING MANUFACTURERS 
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“HONEYMOON CRUISE” PRIZE 
CONTEST Three All-Expense Honeymoon Cruises 


to Bermuda on the Cunard-White Star SS. Georgic (or choice 
of $75 in Cash) to be given away FREE to the three MOST 
POPULAR BRIDAL COUPLES IN AMERICA! 


electrical houseware sold from your stock during June (if the 


Every 


product of a Contributing Manufacturer) counts as ONE 
VOTE. Brides with the most votes WIN! EVERY bride 
wants electrical housewares for wedding gifts. EWERY bride 
wants a honeymoon cruise to Bermuda. Here is her chance 
to have BOTH! And here is YOUR CHANCE TO IN- 
CREASE SALES AND PROFITS! National ELECTRICAL 
WEDDING MONTH and the “HONEYMOON CRUISE” 
PRIZE CONTEST are sponsored by Edison Electrical In- 
stitute and twelve leading electrical manufacturers for YOUR 
benefit. Get YOUR SHARE of this business! 








RELEASES SLAY ai 


MATS 














= __ 


PRIZE CONTES 


Three A-Expense Honeymoon Crurmes to Rermuda 

(er choice of $75.00 in Cash) for the three Most 
Simply secure sales shp (or other oy 

houseware produced by any (0 

(1) Your Name (2) Name « 

(4) Name of Manufacturer. (Su 

houseware purchased). Print plainly on the back of cach 


tor SS Georgie 


in Amenee 








McGRAW ELECTRIC CO., WATERS-GENTER DIV. 
PROCTOR & SCHWARTZ ELECTRIC COMPANY 
ROBESON ROCHESTER CORPORATION 
SWARTZBAUGH MANUFACTURING CO. 
THE SILEX COMPANY 

WESTINGHOUSE ELECTRIC & MFG. COMPANY 





slip the some and addres of the 
purchasing the gift and mail, 1 
July 1, 1936, te Edikon 
$20 Lexington Avenur 
New York, N.Y 
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G-E THRIFT-UNIT 


with Exclusive Forced-Feed 
Lubrication and Oil Cooling 


@ Every minute of every day somebody buys a G-E Refrigerator 
with the celebrated sealed-in-steel THRIFT-UNIT! Forced-feed 
lubrication and oil cooling is a definite and important improve- 
ment in refrigerator mechanisms—an exclusive G-E feature that 
means quieter operation, longer life and lower operating cost. 
Only General Electric has it! Only General Electric refrigerator 
lealers can feature it! General Electric Company, Appliance and 
Merchandise Dept., Section DE6, Nela Park, Cleveland, Ohio. G-E Sealed-in-Steel 


PROVED BY EXPERIENCE! , aa) | THRIFT-UNIT 


General Electric has made and sold more refrigerators with — f in both G-E Monitor Top 
sealed mechanisms than all other manufacturers combined. i me. — and Flatop Refrigerators. 
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Folds 2 Blind Auction 


to get washer 


Vernon E. Hillman 
Ortoe, Nebraska 
Finds Fun Mixes 
W ith Business 








For 35 years, man and boy, Vernon E, Hillman has lived in Otoe. 


HEN a druggist in Otoe, Ne- 
braska, (pop. 263) stocked a 
washing machine it made Ver- 
non E, Hillman so doggoned mad that 
he plunked in a line of Dexter washing 
machines on his sales floor right away. 

Hillman’s is one of those good old 
general stores where you can get 
everything from a Hershey bar to a 
bale of barbed wire. For 35 years it 
has been doing business in the tiny 
town of Otoe, down in southeastern 
Nebraska, about 25 miles from the 
Missouri River. 

Realizing that his assistant, Floyd 
R. Miller, could be entrusted with the 
ob of wrapping up groceries, weigh- 
ing prunes and measuring out the 
nails, Mr. Hillman jumped in his car 
and went splattering off through the 
mud to call on washing machine pros- 
pects. 


Very shortly he decided to let his 


head save his heels, as the old saying 
goes. There is a lot of sociability 
around Otoe, box suppers and such 
like, and the Hillman store is the 
cross-road of gossip. So at the next 
foregathering Mr. Hillman got up and 
announced that his part of the amuse- 
ment would be a blind auction. The 
store intended to accept sealed bids 
for the next two weeks on a washer, 
and at the conclusion of that time the 
highest bid would take it. The bid 
might be for 2c. or $2. Well, to cut a 
long story short, the big glass jar was 
soon full of envelopes, coming from 
people away back on the prairies in 
many instances. The town got some- 
thing to talk about and when the bids 
were opened it was found that the win- 
ning bid was $43.27—just a little un- 
der list price. Meanwhile everybody 
around Otoe who desired a washing 
machine had tipped themselves off to 
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"Bidding blind” for a washing machine stirred Otoe to the depths. 


Mr. Hillman and he forthwith got busy. 

This is the secret of his remarkable 
success in selling Dexter washers in 
1935. In the year 1934 he took an 
order for one machine. In 1935 he 
sold seven gas-engine machines at 
prices from $89.50 to $90.50 and fifteen 
electrics. 

“How come you sell so many elec- 
trics?” your correspondent asked him. 

“Well, they are running the high 
line through the country here, and I 
figured that I could mop up on most 
of those farmers who were due to get 
power. My guess was right, and that 
accounts for all of those electrics,” re- 
plied Mr. Hillman. 

It took about 15 miles of travel to 


sell a washing machine, he found. 
When he arrives Mr. Hillman stays 
three hours and is perfectly willing to 
accept produce in trade for a down 
payment. On one cash deal corn 
dropped 5c. a bushel before he could 
get rid of it and he lost money on the 
transaction, but on most of them he 
gains. 

Incidentally, on service he has had 
only one call on these 22 washing ma- 
chines and that was a drain pipe leak. 
The gasoline motors performed per- 
fectly. Trade-ins he usually sells at 
cost. 

With warm weather, Mr. Hillman 
has found picnics good places to get 
prospects for his washing machines. 




















The Missouri River is 25 miles away from Otoe, with its 263 population 
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CORDITIS 
MUST GO 


@ Corditis is a snake in the 
grass. It takes the bloom off the co 
lamp—robs the vacuum cleaner “ 
of its power. It discounts your 
customer's pleasure in all his 
electrical appliances, irritates 
him, and reduces his power con- 
sumption. 









































Worst of all, Corditis attacks 
your cash register and gives your 
shop, as well as the whole elec- 
trical industry, a black eye. 


It is easy now to prevent 
Corditis. Belden Electrical Cords 
have eliminated the broken plug 
nuisance and frayed wire dan- 
gers. They are available on 
all types of electrical ma- 
chines and appliances. Spec- 

ahi ify Belden Cords on all your 
eget: ee appliances. 


Rpptiancd tosdut 
sets ap- 


Belden Manufacturing Company ee Proweg.ty od 
4663 W. Van Buren St., Chicago seloute. 


peliden:| 
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Salesmen’S Wives 
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own personal home economist, ayvail- 
able for all sorts of technical selling 
help. Give her a completely equipped 
electrical kitchen and encourage her 
to make all sorts of experiments. She 
can get plenty of advice and counsel 
from magazines, from home service 
staffs of distributors and manufac. 
turers. Your model kitchen can then 
be the place where you bring the hard- 
to-close prospect, and your wife can 
be a trained demonstrator that will 
clinch many sales that might other- 
wise be lost. You can sell from the 
angle of actual kitchen use which is 
so much better than selling from the 
floor because it is the nature of any 
woman, from the first time she be- 
comes interested, to imagine how that 
particular appliance would look and 
be used in her own home. 

Second, your wife can talk to friends 
and acquaintances, enlarging your ac- 
tivities by her word-of-mouth adver- 
tising. Most any woman loves to talk 
—this will afford your wife real pleas- 
ure. Encourage her to talk to a cer- 
tain number each day. You might fix 
up some accounting system that would 
give her some small reward per pros- 
pect talked with. Give her a chance 
to earn. She will feel more definitely 
that she is helping. And, when she 
earns something, let her spend it 
That will give her the growing thrill 
of feeling somewhat independent. 

Third, your wife can call back on 
satisfied customers for testimony and 
much proof data that will permit you 
to back up each point of your selling 
story with the most powerful type of 
evidence known—the testimony and 
experience of actual owners. Carry 
such proof with you always. Exhibit 
it as much as you can. Talk from it 
See your sales increase! 

Fourth, your wife can be trained t 
give group lectures before various 
women’s clubs and to more intimate 
groups on the old Club Aluminum plar 
There is hardly a satisfied owner w! 
wouldn’t appreciate the privilege 
gathering a few friends around in her 
own kitchen to enjoy a lecture an 
demonstration that will make her 
better homemaker. And your wife ca! 
use your own kitchen for that pur- 
pose, too. It is amazing how inter 
ested the average woman is in learni! 
more about better homemaking met 
ods. 

Fifth, your wife can take over t! 
responsibility of telephone canvas 
direct mailings. If you have so 
handbills, door knob hangers or other 
promotional material, she can 
vise your son’s distribution of ther 
That means that you also oug 
have a son—if | keep on, you'll 
an entire family. 

Last, by making your wife your bus 
ness partner, she'll be in on the |! 
and will encourage you whe! 
closely in touch with your opet 
she may become critical. | 
could get all wives of appliance 
men into a hall somewhere and t 
turkey to them. I’d mince no wv 
saying that the fastest thing t! 
break a salesman’s heart is t 
home after a bad day and h 
wife bawl him out. We me 
encouragement. We are in al 
tional and inspirational busin 
we run a great deal on our 
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LET G-E MOTORS HELP YOU SELL APPLIANCE 


ned t 


4 HE may not know how household appliances work, but she does 
know that she wants those household electric appliances that are 
dependable, that have long life, and that require little or no mainte- 


nance. Today, Mrs. America is looking for indications of high quality 
in such appliances to assure her that she will get her money’s worth. 84 PER CENT SAID 
She knows General Electric’s high standards of quality, and the G-E “GENERAL ELECTRIC” 


monogram on a motor assures her that the motor she is getting is de- In & recent survey, clectric-appliance deal- 


ers and department stores were asked: 
pendable and care-free. That’s why G-E motors WILL HELP YOU 


“What makes—or brands—of electric mo- 


- ‘ , ’ tor, in your opinion, would make it easier 
SELL—why they will give the appliances you sell a stronger sales er you to salt cbelienens?” 


General Electric was named by 84 per cent. 
appeal. , y pe 


General Electric, Dept. 6-201, Schenectady, New York. 


070-126 


GENERAL €@ ELECTRIC 
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Quick 






“Calrod” closed heating unit 
sheathed in Inconel. 


General Electric “Imperial” range 

with two burner wing units, Monel 

Metal top, Inconel covering for its 
heating coils. 


@ It’s quick action that counts with buyers today... 
even with buyers of ranges. Show your customers how 
fast range elements sheathed in Inconel heat up, and 
you make more sales. 

Point out the simple fact that the heating element 
wire is entirely inclosed and protected with a metal 
covering of Inconel. Let the customers see for them- 
selves how the closed elements leap into action. 

It is surprising how often showing people means sell- 
ing them. That’s why Hotpoint and G. E. use Inconel- 
sheathed heating units in their ranges. 

More and more range manufacturers are turning to 
closed heating units and adopting Inconel as the sheath- 
ing material. There must be other advantages besides 
quick heating. There are: 


Inconel is a Nickel-Chromium alloy. Tough, strong, 


» THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York, N. Y. 






Heating! 


... that’s what you get from 
ranges with closed heating 
elements sheathed in Inconel* 








wear resistant and stubbornly resistant to oxidation 


from heat. The closed element sheathed in Inconel gives 
long dependable service. The heating wires are pro- 
tected, so boil-overs do not cause element failures. The 
children cannot tinker with the exposed wires. 

Heavy kettles cannot harm Inconel. Rust cannot af- 
fect it... not ever. So the user almost never knows the 
annoying lay-offs and expense of repairs. 

You make more sales by offering ranges with closed 
units sheathed in Inconel and you're sure of more steady 
use and greater loads on the line after you sell them. 
Both ways you profit. 

eee 
For full information and names of range manufac- 


turers who offer closed units sheathed in this durable 
Nickel alloy, address: 


*Reg. U.S. Pat. Off. 


INCONEL 
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pany sold 2,211 water heaters on 

its lines, bringing the company’s 
saturation figure on that article among 
domestic consumers to 17 percent. 
But, in common with many another 
power company, they were to learn 
that a record once made is not nec- 
sarily permanent. The depression 
robbed families of income, caused 
homes to be abandoned for smaller 
quarters, set housewives to economiz- 
ng on electrical bills. The cost of 
water heating under the then existing 
rate on the Idaho Power Company’s 
lines was too high for many a pocket 
book. By 1933 the volume of water 
heater sales had dropped to 356 and 
what with disconnects and unused 
heaters, the saturation by 1934 was as 
low as 14 percent. 

At that point the company decided 
to do something about it. They did 
two things. First of all, they dropped 
their rates on this service, reducing 
the cost of water heating in the home 
for the average customer by about 
one third. Secondly, they set out to 
make the electric water heater an ap- 
pliance which does not require a spe- 
cialist to sell. In other words, they 
decided to make it so far as possible, 
a “package article’. 

The company has in the past had 
excellent success with a policy of em- 
ployee cooperation in selling. Every 
member of the organization, janitor, 
ofice boy, billing clerk, stenographer 
and service man, is encouraged to 
hand in leads, provide promotional 
fort, and actually to close sales. 
Commissions are paid on this work 
and occasional staff meetings of all 
employees on the occasion of special 
irives ties them in with every activity 
which is under way. The importance 
if this participation is shown by the 
fact that with such appliances as vac- 
um cleaners, washers and ironers, as 
high as 23 percent of all sales made 
have been credited to employees other 
than regular salesmen. In one year 
|} percent of all ranges sold and 20 
percent of all refrigerators were due 
to the activities of the same general 
employees’ group. 

Water heaters, however, had up to 
1935 not been placed among the arti- 
des which could be sold by the gen- 
tral staff. As a matter of fact, few 
lealers cared to advise a customer in 
regard to the technical sides of water 
heater installation. This was due to 
the fact that the water heaters com- 
monly handled in the Idaho territory 
were of the assembled variety, involv- 
ng troublesome details of purchasing, 
problems of storing parts, supervision 
of the various departments involved 
and the assembling, including plumb- 
ng, on the customer’s premises. To 
ittermine the price which the cus- 
‘omer must pay for such an installa- 
ton complete required considerable 
technical calculation. All of which 
tit the sale of heaters very largely 
inthe hands of the specialists whom 
the company had hired as salesmen. 
There was nothing unusual in this 


| N 1930 the Idaho Power Com- 











Putting Water Heaters 


in the 


54 


CKAGE” 


Class 


When Idaho Power’s water heater sales 


dropped from 2,211 units in 1930 to 356 in 


1933, they decided to do something about it 


. .. A change to factory assembled equip- 


ment made 


water heaters merchandise 


By Clotilde Grunsky 


situation, which was common to most 
sections of the country. Many factors, 
including the necessary higher cost of 
a complete factory assembled product, 
had delayed the general acceptance of 
the idea, even among manufacturers. 
But the Idaho Power Company rec- 
ognized the necessity of increasing the 
number of outlets through which 
water heaters reached the public; they 
realized that if non-technical employ- 
ees and dealers were to be encouraged 
to sell heaters the proposition offered 
must be a simple one. A complete 
factory assembled water heater was 
therefore accepted as standard, and a 
flat price for the normal installation 
was added, so that the final figure and 
total cost was an easily quoted mat- 
ter. The water heater was then ad- 
vertised as a “package article”, a term 
which appealed to customer, non- 
technical employee and dealer alike. 
In case of abnormal installations, the 
company reserved the right to add an 
extra charge. 

In May and June of last year a 
“Load Building Through the Faucet”’ 
campaign was launched, with the 
avowed object of selling 500 water 
heaters. Every employee was encour- 
aged to enter and every means of 
lining up prospects was used. Homes 
which formerly used water heaters 
but had dropped off the list were put 
down as favored prospects for the new 
drive. Changes of service records were 
noted, both in order to sell the cus- 
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tomer water heating service for his 
new home and to see to it that the 
new tenant on already wired premises 
took advantage of this fact. Where 
the house remained vacant, it was kept 
in a special file of ‘“‘vacant houses 
wired for range and water heater 
service”, against which new “con- 
nects’ were checked, giving a special 
lead to the sales force. New houses 
and houses being remodelled were of 
course also followed up. Owners of 
old model heaters not acceptable for 
the new rates were approached. 

The sales offer was made an at- 
tractive one for the drive. All com- 
pany employees were urged to’ mem- 
orize the new water heating rate and 
to understand the fundamentals, so 
that they could use this argument 
effectively in making sales. The West- 
inghouse and Hotpoint heaters which 
were the particular objects of the 
drive were sold on the basis of $1 
down and 36 months to pay, with the 
carrying charge reduced for this event 
to an even 4 percent per month. The 
price on a 30-gallon water heater, 
completely installed, with plumbing 
and wiring, was quoted at $74.50. To 
aid in making sales to replace old 
equipment, which was one of the ob- 
jects of the sale, trade-in offers were 
made of $2.50 each for heater, ther- 
mostat and tank cover, no one cus- 
tomer being allowed to turn in more 
than two heaters, two thermostats or 
one tank cover and these must be 


articles which he had actually had in 
use. In case fewer than five articles 
were turned in, an extra allowance of 
50 cents was made. This equipment, 
when salable, was disposed of to cus- 
tomers who could not afford to pur- 
chase new equipment. 

On the basis of the advantages of 
this “‘package article”, requiring mini- 
mum room space, automatic, eco- 
nomical, clean, convenient, healthful, 
modern, safe, durable, dependable, 
efficient and giving 24-hour service, 
an advertising campaign was laid out. 
Folders were sent for two months in 
customers’ bills. Newspapers, _ bill- 
boards, window cards, handbills, car 
advertising, radio and direct by mail 
pieces were all used. A public guessing 
contest was staged. Prizes were of- 
fered employees for the best slogan on 
water heating service and another for 
the best general slogan on electric 
service in the home. 

Great emphasis was placed on the 
value of consumer letters and to stim- 
ulate the accumulation of these, re- 
wards were given to the sales organi- 
zation for sending them in. Each 
salesman was furnished with three 
addressed envelopes which he was sup- 
posed to use for forwarding copies of 
testimonial letters from his personal 
clientele. The originals he was to bind 
into his own sales folder. Extra cred- 
its on the sales record were awarded 
for the first letters of this type to be 
received on the specified dates. 

During this drive 826 water heat- 
ers were sold, the total for the year 
reaching a figure of 1,319, of which 
all but 200 were of the factory as- 
sembled, or “package” type. This is 
a direct increase in factory type water 
heaters of 900 over the previous year. 
1935 sales of water heaters averaged 
3.36 for every 100 domestic customers 
on the company’s lines. 

In announcing plans for the com- 
ing year, the company schedules water 
heating activity from the end of 
March through September, with April 
designated as water heater month for 
bill stuffers. The company is not urg- 
ing dealers to push this equipment 
during 1936, but its policy is to 
encourage those dealers who wish to 
do so. They are to be given every 
help possible with sales presentation 
and installation. The company is par- 
ticularly desirous of building up a 
wide knowledge of installation re- 
quirements among dealers who will 
become as proficient in making instal- 
lations as the power company’s own 
specialists in this field. 

According to R. E. Gale, commer- 
cial manager for the Idaho Power 
Company, “Dealers are fast growing 
to a point where they are building no 
small part of the load on the lines. 
It has been natural, with the public 
acceptance of electric cooking and re- 
frigeration, for the dealers to get well 
into that picture. Why not electric 
water heating, since the package 
article has come into being and public 
acceptance of this article is well on 
its way?” 





PAGE 35 


Aluminum Cooking Utensil 
Co. Catalog supplement No. 62-E 
fully illustrates and lists specifica 
tions of the line of ‘“Wear-Ever”’ 
electric range utensils. No. 1. 


Barlow & Seelig Mfg. Co. have 
issued an announcement letter, a 
confidential price sheet and a large 
broadside illustrating the complete 


line of ironer models. No. 2. 


Combustioneer. <An_ eftective 
two color consumer mailing piece 
portraying figuratively the econ- 


heating with automatic 
Combustioneer heaters is causing 


considerable interest. No. 3. 


Electrol Inc. The Model 
TCV vertically mounted oil burn- 
er, for jacketed boilers, is fully de 
scribed in a dealer mailing 
piece just off the press. No. 4. 


Emerson Radio and Phono- 
graph Corporation. Special cata 


omies in 


new 


new 


log sheets illustrating the new 
Auto Radio Model E-128 and 
Home Model 108 give complete 


selling features and facts. No. 5. 


Estate Stove Co. Recently issued 
1 32 page catalog No. 108 cover 
ing “25th Anniversary ESTATE 
Electric Ranges,” also a series of 
pamphlets which fully 
describe and _ illustrate ‘Estate 
Electric Ranges.” No. 6. 

General 


consumer 


Electric Co. An in- 
formative manual for 
irchitects, and 
men on “Radial Wiring System,” 
just off the 
tribution, is a most comprehensive 
service manual. No. 7. 


reterence 
engineers service 


press ready for dis- 


Graybar Electric Co., Inc. A 
booklet ‘““The Key To Better 
Living’ prepared purposely for 
consumer use, is chock full of help 
ful home electrical hints. No. 8. 


Hamilton Beach Co. A striking, 
silent selling display unit featuring 
the FREE Food Mixer which re 
tailers are giving with Hamilton 
Beach Vacuum Cleaners sold be- 
tween April 1 and June 30th, is 
ivailable. No. 9. 

Hill Shaw Co. are offering a most 
attractive 


new 


series of sales promo- 
tional pieces, also display cards fea 
turing Vaculator glass coffee brew 
ers. No. 10. 

KitchenAid Manufacturing 
Company offers a new booklet 
‘How to Choose a Food Mixer.” 
This booklet contains many helpful 
suggestions tor the housewife and 
may be used for distribution to cus- 
tomers by dealers over the counter. 
Envelope mailing pieces and other 
descriptive booklets are part of the 
promotion series. No. 11. 
Lincoln Electric Company 
Dealers are given the complete 
tacts on Lincoln A. C. Motors in a 
colorful broadside. It includes com- 
plete specifications, prices, and 
ther valuable motor data. No. 12. 
Link Belt Co. Three new book- 


lets on automatic firing with coal 





FREE 


MANUFACTURERS’ SALES HELPS 


To get this valuable material, circle the key number on the coupon 
and we'll pass on your request to the manufacturers — at NO 


COST TO YOU. 


for boilers up to 300 H.P. have 
just been released. Booklet No. 
1541 covers series of automatic coal 
burners for home use and booklet 
No. 1537 shows applications of 
Link Belt stoker firing to commer- 
cial heating plants. No. 1538 cov- 
ers automatic generation of process 
steam. Illustrated folder No. 1522 
covers the anthracite series of auto 
matic coal burners. No. 13. 
Markel Electric Products are 
furnishing a complete loose leaf 
catalog covering lighting fixtures 
portable lamps and electric heet- 
tires. All specifications and prices 
as of March 1, 1936. No. 14. 
May Oil Burner Corp. Choos 
ing winter air conditioning as its 
topic, the May Oil Burner Corp. 
has just released an interesting new 
booklet on its ‘ Heat-An-Aire-Con- 
ditioner” in addition to a helpful 
envelope stuffer ex:titled “Old Sol 
Didn't Do Much of a Job Last 
Winter.” No. 15. 

The Ohio Carbon Co. have just 
released their most recent sales 
promotion piece on Ohio Carbon 
brushes. Some very interesting facts 
ind figures covering total number 
of electrical appliances sold are re- 
viewed in this broadside. No. 16. 
Ohio Electric Mfg. Co. “Why 
Ohio Motors Are Reliable” is the 
title of a new bulletin picturing the 
precision production and _ testing 
yperations included in the manu- 
facture of Ohio Reliable Fractional 
Horse Power Motors. No. 17. 


Penn Electric Switch Co. A 
complete descriptive analysis of au- 
tomatic switches and controls for 
oil burners, gas burners, unit heat- 
ers, coal stokers and other heating 
equipment is available. No. 18. 
The Permutit Co. will send book- 
lets entitled “‘How to Build Profit- 
ible Business with Permutit Water 
Conditioning Equipment” upon re- 
quest. No. 19. 

Porcelain Products, Inc. are of- 
fering dealers a special broadside, 
suitable for framing, picturing the 
gigantic Boulder Dam. The photo 
graph is taken below the Dam and 
is considered to be one of the most 


impressive prints yet produced. 
No. 20. 

Premier Division, Electric 
Vacuum Cleaner Company, 


Inc. Special descriptive bulletins 
have just been issued announcing 
new models and improvements in 
the new 1936 line of cleaners. 


No. 21. 





Loe RETURN COUPON 


Proctor & Schwartz Electric 
Co. are offering an announcement 
to the trade illustrating the coming 
of the new Proctor Heatmeter 


Iron. No. 22. 


Propellair, Inc. A complete speci- 
fication catalog and special broad- 
sides fully explain the operation 
and many uses for the new “Pro- 
pellair” improved airplane pro- 
peller exhaust fans and ventilating 
equipment. No. 23. 

Railley Corp. Special broadside 
entitled “Just planting a new idea” 
unnounces a FREE deal introduc- 
tory proposition and includes an 
offer for sales promotional material 
which is extremely valuable to 
dealers selling Railley lighting 
fixtures. No. 24. 


The Rawlplug Company, Inc. 
are issuing a very comprehensive 
book entitled “Architectural and 
Engineering Data on Expansion 
Bolts and Devices for Holding to 
Masonry.” No. 25. 


Ray-O-Vac Co. A smart, full 
color, four page broadside and spe- 
cial price sheet give the complete 
line up on the new Ray-O-Vac line 
of smart looking flashlight cases 


and high powered long lived bat- 
teries. No. 26. 


Reproductions Co. Accurate re- 
productions of foods and numerous 
other items used for display pur- 
poses, as made of Plastic Gypsum, 
are fully described and priced in a 
recently published catalog. No. 27. 


Reynolds Molded Plastics Co. 
Those interested in modern plastic 
designs will find the booklet en- 
titled “Molded Plastics” of real 
interest. No. 28. 


Robbins & Myers, Inc. have 
completed a new catalog showing 
fans for all purposes. No. 29. 


Servall Co. have just released a 
complete electrical appliance parts 
price list. No. 30 

South Bend Lathe Works. 
“The Home Work Shop” is the 
title of a new booklet which illus- 
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trates and describes home work- 
shop equipment of prominent users 
of South Bend lathes. No. 31. 
Standard Electric Stove Co. | 
clever single sheet envelope en. 
closure for monthly correspond- 
ence and bills to customers tel] 4 
convenient story about Standard. 
plate and food warmers, and wal] 
type heaters. No. 32. 

Thrush & Co., H. A., are offer- 
ing a new supplementary section 
to their Thrush Sales and Engi- 
neering Manual. Form No. C-405 
includes Thrust - Tank - in - Base- 
ment equipment, Pressure Systems 
and special information. No. 33, 
Victor Electric Products, Inc. 
A new 1936 catalog announcing 
1 complete line of improved electric 
fans is now ready for distribution. 
It describes the new Victor models 
by the slogan “The finest fans ever 
built.” No. 34. 

Voss Bros. Mfg. Co. A powerfu! 
broadside showing the complete 
line of Voss washers including a 
special window display unit offer 
has been distributed. The broadside 
is of interest to distributors and 
dealers as it outlines product fea- 
tures, specifications, and 


ideas. No. 35. 


Wagner Electric Corp. offer 
bulletin No. 178 which fully de- 
scribes and prices various types of 
electric fans. No. 36. 
Wakefield Brass Company, F. 
W., are offering a copy of the new 
Red Spot Catalog which is just off 
the press. 36 pages covering light- 
ing specialties and fixtures. No. 37. 
Westinghouse Electric & Mig. 
Co. offers dealers consumer book- 
lets, envelope stuffers, special mail- 
ing broadsides and a helpful book 
of “Proved Plans and Complete 
Material For Finding Live Pros- 
pects and Closing Sales.” No. 38. 
Wiegand Company, Edwin L. 
A small booklet, of a non-technical 
nature, on Chromalox range units 
is available for dealer distribution 
to prospects. Special selling litera- 
ture for dealers’ salesmen can also 
be obtained on request. No. 39. 
Williams Oil-O-Matic Heating 
Corp. The sixth edition of, “!! 
Majors,” manual of instruction on 
the fundamentals of fuel oil com 
bustion and oil burners has just 
been issued. No. 40. 

Zenith Radio Corp. dealer liter 
ature illustrating 1936 radio set 
models is available through Zenit! 
distributors. No. 41. 
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DOUBLE COOKING UTILITY for the housewife... 
e MEANS DOUBLE SALES 


: for you... 



























: 


Here is the cooker for aggressive promotion 
this summer! It has greater sales appeal than 
any other cooker on the market. Why? Because 

: arf it makes so many more delectable dishes... 
oo we and women will want it twice as much! 
@ Only the Proctor Roast-or-Grille has the Grille- 
in-lid feature. It alone can do broiling, grilling, 
toasting and browning, in addition to roasting, 
stewing, baking, etc. This exclusive feature gives 
the Roast-or-Grille double the utility and makes it 
the first practical portable electric range. Many 
other reasons for its popularity are detailed below. 
@ The Proctor deserves a leading place in your 
merchandising program NOW! Ask your 
jobber or write for details to Proctor & Schwartz 
Electric Company, 7th & Tabor Road, Phila. 











l 


1. REMOVABLE BROILER IN THE LID 4. EXTRA HEAT-INSULATION and more 7. POPULAR MIRRO ALUMINUM IN- 
makes the ROAST-OR-GRILLE the first com- scientific thermal engineering make a SERT PANS. Heavy gauge, highly pol- 
plete, practical, portable electric range. more efficient cooker —a cooler kitchen. ished insert pans — aluminum for faster 


2, LIFT-OR-TILT LID. The lid tilts back on heating and lighter weight. 


its hinge or lifts off easily, free of hinge. 


on 


. SINGLE ENOB CONTROL. Cooking and 


warming temperatures, and an off-switch 8. DRIP-BACK RIM. A specially designed 
§. ANY-OR-ALL PAN-CONTROL. New controlled at one point, with Glow-Cone lip prevents grease from running over 
design allows any of the aluminum pans signal to tell when proper cooking tem- and down the outside. 
to be removed separately, or all at once. peratures are reached. 


| 9. AMPLE-SIZED BAKELITE HANDLES 





6. HIGHER WATTAGE. promote ease of handling, especially when 
For faster preheating and Roast-or-Grille is hot. 
for holding the proper 
cooking temperatures. 10.NEW MODERN BEAUTY of design 
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The Bulb With the Question- 
Mark Label 


What is commonly called the “gyp lamp” ts 
a very definite menace to everyone in the ele 
trical industry. 

We hold no brief for any lamp manufacturer, 
but we do hold a brief for the utilities and mer- 
chants of honest intent whose job is to serve the 
public. 

The cheap lamp business is a peddler’s racket. 
These peddlers tell the public that established mer- 
chants who operate stores, pay taxes and employ 
help are a bunch of crooks whose merchandise is 
over-priced. They also state that the utility com 
pany which recommends standard grades of lamps 
are bilking the populous to an outrageous degree. 

It is a very great pity that chain stores of un- 
impeachable standing have lent their prestige to 
gyp lamp promotion. There no reason why 
they should. Dependable lamps are available at 
prices which any store can handle; these lamps are 
backed by honorable names, they deliver within 


very close limit tl 


number of lumen hours 
promised. 

There is sardonic humor in the fact that while 
racket store merchandisers were picking up a very 
meagre profit from the sale of lamps of question- 
able pedigree, they were at the same time en- 
couraging peddling activities which, investigation 
now shows, deprive them of 14 per cent of the 
business to which they are entitled. 


Labor Turnover on the Sales 
Floor 


A man is worth what he can get—generally 
speaking. Some men do not get what they are 
worth, and some get more than they are worth, but 
the generality holds that men get what they give. 

It is interesting, then, to note in a recent report 
of an electrical merchandising operation that 
“among other handicaps, we experienced a certain 
amount of labor turnover which resulted in a 
material reduction in the amount of business we 
would have otherwise obtained, this turnover being 
due principally to the low salaries which we were 
paying our salesmen.” 

Not much room for comment here. To save in 
salesmen’s salaries this employer sacrificed busi- 
ness, had the headaches of continually “breaking 
in” new men, carried a dissatisfied and discouraged 
organization of men who held onto their jobs only 
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until they could find something better. 

Of course the answer is liberality tempered with 
strictness. Liberal pay attracts the best workers: 
strictness guards against their taking advantage of 
that liberality. Wise managers—like old Andrew 
Carnegie, for example—let their men make money 
but see to it that they make money for the house. 
Carnegie made millionaires of some of his men 
but—they made a multi-millionaire of him. 


Why Bother With Customers? 


Report of a very important utility company 
reveals that only 73 per cent of its customers are 
contacted by salesmen within a year. These cus- 
tomers use the company’s service 3654 days each 
year. They are called upon by meter readers once 
each month and once each month there goes 
through the elaborate accounting system the 
records of the meter readers’ findings and the 
charges as per schedule permitted by law. Should 
the bills remain unpaid through negligence as 
illness or absence, a flock of collection documents 
shower down and finally a cut-off gang exercises 
its legal prerogative. 

We are inclined to believe that some of the 
money budgeted to bookkeeping, collecting and 
cut-off might well be transferred to sales. We 
are inclined to believe that a diplomatic call by a 
member of the sales force each 90 days or so 
might greatly reduce the expense of collection 
routine. 

Years ago the policy of utility companies was, 
“Take it or leave it.” Another famous utility man 
in the railway field expressed it, “The public be 
damned.” 

It is our thought that a little banana oil might 
save our utility friends considerable money, add to 
load and reduce the percentage of ill-will upon 
which cheap politicians batten. 


Sixty Percent Paid Cash 


While it is not to be denied that volume sales 
of major appliances hinge around a finance plan 
which enables the buyer to pay in homeopathic 
doses, there is such a thing as overdoing this 
business of “nothing down and more when I 
catch you.” 

A case in point is a southern utility which put 





on a sale of table and floor lamps upon terms so 
liberal that any bum sleeping on a park bench 
could read the newspaper he had fished out of the 
rubbish receptacle under the beneficent foot 
candles of an I.E.S. study lamp. The sale was 
rather an outstanding success, giving the company 
something better than 40 percent saturation of all 
residential customers. But the interesting fact in 
connection with this campaign was that almost 
exactly 60 percent of the purchasers paid cas! 
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Refrigerator Guaranties 


To the Editor: 

We are attaching a copy of a letter and a Res- 
olution sent to N.E.M.A. today. Copies of it are 
also being mailed to 22 of the leading Electrical 
Leagues. 

In our opinion this is the most dangerous situ- 
ation in the Refrigerator merchandising picture 
today and one which, if not corrected, will result 
in endless service expense on the part of the Dis- 
tributor and Dealer to maintain the “good will” 
of misinformed purchasers. 

Anything you can do in your columns to assist 
in correcting this stupid, unnecessary practice will 
be highly appreciated. 

E. P. ZACHMAN 
Business Manager 
Cincinnati Electrical Association 
Cincinnati, O. 


Copy of the Resolution 


National Electrical Manufacturers Association, 
155 East 144th Street, 

New York, N. Y. 

Gentlemen, 

During a regular monthly meeeting of the Re- 
frigeration Division of the Cincinnati Electrical 
Association, held Tuesday, May 12th, 1936, the 
following resolution was unanimously adopted and 
ordered sent to the Household Refrigeration Sec 
tion of N.E.M.A. 


WHEREAS the practice of long “guarantees” 
and “protection plans” on domestic electric r 
frigerators, as now issued by the manufacturers 
of this merchandise, does not result in increased 
sales, and 


WHEREAS the greatest portion of the cost 
for maintaining these extended guarantees rests 
on the Distributors and/or Dealers, and 


WHEREAS this practice tends to create a situ- 
ation which thru misinformation results in dis 
content and dissatisfaction among purchasers ol 
refrigerators, 


BE IT THEREFORE RESOLVED that the 
Distributors of electric refrigerators serving the 
Cincinnati territory, go on record as objecting 
to these unwarranted long guarantees and prote« 
tions and petition N.E.M.A. to use their influence 
in an endeavor to correct this situation and caus 
the electrical refrigerator manufacturers to agree 
upon a guarantee period that is sensible, sound, 
and fair, and in accordance with that of othe! 
electrical appliances. 

Following are the makes of refrigerators sol 
by the firms represented in the Refrigeratior 
Division :— 

Crosley, Fairbanks-Morse, Frigidaire, Gener: 
Elec., Grunow, Hot Point, Kelvinator, Leonar: 
Norge, Sparton, Stewart-Warner, Westinghous: 

E, P. ZACHMAN 
Business Manager 
Cincinnati Electrical Associatio) 
Cincinnati, O. 
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THE LIGHT METER SHOWS 
YOUR STORE HAS ONLY 4 
FOOT CANDLES OF LIGHT. 
YOU NEED 7 TIMES THAT 















INEVER KNEW JT WAS 
THAT BAD... GUESS YOU RE 
RIGHT. BETTER SEND ME 

SOME BIGGER LAMPS ! 


At 


- - | i 
<< KNASAS 


ee 





on 


Here are five ways you can 
boost summer lamp business. 
Try the ones that tie-in best 
with your own business: 


= 


Y 


1—Garden Lighting—More and 
more garden enthusiasts are 
lighting their gardens at night to 
increase their hours of enjoyment 
of them. Write for the G-F. Gar- 
den Lighting booklet for ideas to 
pass on to your customers. 


2—Sports Lighting—Tell your 
customers how many people are 
playing tennis, ping pong, pitch- 
ing horseshoes, and dining out- 
doors at night right in their own 
back-yards. This gives you the 
opportunity to sell more Mazpa 
lamps for these activities as well 
as such related articles as electric 
toasters, grills, etc. 








The Light Meter measures light! as accurately 


as a thermometer measures temperature. I/ a 
shows how much light is being received and F > . . = ’ 

° = ps 8 é 
indicates the minimum required foolt-candles 3- Porch Ligh ting r here’s a 
top diferent sncine lache. At $11.50 tt can big market here for L.E.S, Better 
soon pay for ilself in added lamp business it Sight ee pin-it-up lamps, and 
can help you get. For full details, write to considerable wiring. Sell a 100- 


General Electric Co., Dept. 166, Nela Park, 


watt Mazpa lamp for every porch 
Cleveland, O. 


reading lamp. 
* 

4 Burglar Protection—Flood- 
light installations are easy to sell 
e in summer for garages, homes, 
and summer homes . . . especially 
se e e i e er g e€ OU se our for burglar protection. 1 his can 
also mean a profit from fixtures 
and large sized Mazpa lamps at 


neighbor more EDISON MAZDA LAMPS! cnn 


5— Summer Cottages— Remind 
















Right in your own neighborhood are the proprietors inferior lamps at cut-rate prices. As a reputable mer- a. ore a * codes ~ ha 
° » ply o AZDA lamps of different 

of dozens of small shops, factories, garages, bakeries, | chant in your community, you have a right to expect sizes for summer homes and cot- 

restaurants, hotels and apartment houses...many of your share of lamp business, and the summer months possi ee eee 

whom you trade with and whose lamp business you _are an excellent time to go after it. 

are entitled to. Some of them may be entitled toa Get a G. E. Light Meter and use it when you call 

small Form E contract which you can serve. Others —_on these people. It’s an effective way of show- 

may buy only a few cartons of lamps ata time. Itisa ing how little sales-making light most of these 

profitable lamp business and you should be getting _ places have. And it’s a good tool to help you 

it... but vou'll have to ask them for it. sell more Edison Mazpa lamps. . . the kind that 

All too often this business goes to peddlers of cheap, Stay Brighter Longer. 


General Electric manufactures lamps for home lighting and decoration, automobiles, flashlights, 
photography, stores, offices and factories, street lighting and signs. Also Sunlight lamps. 





t 
| They Hay Crighter Longer 
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in June for HOTPOINT refrigerators! 


jain in June a brilliant full page 


447 vr? . vy » + 1Y +} ’ > tu da 
1dvertisement in the Saturday 
-vening t flashes the convince 

T Q c = 
y Hot t yerator sales 


message across America. 10,000,000 

nore impressi r Hotpoint 

Refrigerators. 10,000,000 people 

ho again will hear about this 
nal refrigerator! 


TI ; the kind of dealer support 
th pells P-R-O-F-I-T-S. Ask any 
Hotpoint retailer. Look at the 


record: Hotpoint sales this year 
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are far ahead of last—many Hot- 
point dealers are ordering by the 
carload!—factories are working 
at capacity to meet the demand. 


We are telling the refrigerator 
shoppers of America “Hotpoint 
has everything you could ask for 
in an electric refrigerator.” We 
tell you: Hotpoint has everything 
you could ask for in a refrigerator 
franchise! Hotpoint Refrigerator 
Division,General Electric Co.,Sec. 
EM6, Nela Park, Cleveland, Ohio. 





RED 


ELECTRIC REFRIGERATORS 
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Hurley to Give Free Sales Training 
Course to 50,000 Unemployed Young Men 


Designed to Make Youths Self- 
Supporting, He Says 


CHICAGO, ILL.—As a dramatic con- 
tribution towards unemployment relief, 
especially among the younger men of the 
country, Edward N. Hurley, Jr., presi- 
dent of the Electric Household Utilities 
Corporation, manufacturers of Thor 
washers and ironers, has announced plans 
for a practical sales instruction course to 
be given free to 50,000 young men. The 
course is designed to make any youth at 
least partly self-supporting from the time 
of his qualifying, and its effectiveness in 
this respect has been revealed by ex- 
haustive test studies in the field during 
the past 90 days. 

Home study programs for retail sales- 
men have been a part of the Electric 
Household selling program for twepty 
years and the Corporation has a continu- 
ous history of enrolling untrained men 
and turning them into supporters of 





themselves and their families, 
to Mr. Hurley. 

Enrollment requiremnts will be kept at 
the minimum as a means of putting the 
greatest possible number of boys to work 
in the least possible time, Mr. Hurley de- 
clared. The applicant is required only 
to be at least 18 years old and to have 
the character endorsement of his minister, 
priest or school principal and his home 
public service company or electrical ap- 
pliance dealer. If it is not practical for 
him to obtain such endorsements, he may 
apply direct to Mr. Hurley. 





Westinghouse Offices Move 
NEW YORK, N. Y.—The New York ex- 


ecutive and sales offices of the Westinghouse 
Electric & Mfg. Company, the Westinghouse 
Lamp Company and the Westinghouse Elec- 
tric International Company have all been 
moved to the Westinghouse Building, 150 
Broadway, New York City. 








A striking comparison of the old and the new methods of doing the home 
laundry is graphically portrayed in the windows of the Alabama Power and 
Light Company at Montgomery in this manner. 

he old colored mammy washing out the clothes in a wooden tub is Georgia 





Brinkley, 60 years old, and a real artist as a wash woman, old style. The old- 
fashioned ironing board and hand iron portray a very out-moded method of 
doing the home laundry, when compared with the above picture, which shows 


Mrs. Angelia Narkates of 


R. P. McDavid Company, Birmingham, ABC Dis- 


tributors, sitting comfortably at the ABC lroner, smiling as she does her ironing. 
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W. Paul Jones, general manager 
of the Home Appliance Division of 
Fairbanks, Morse & Company, wit- 


nesses the demonstration of the 
features of their refrigerator by W. R. 
Ceperly, advertising manager. The 
demonstration is dramatized by a 
series of unique stars which adhere 
to the surface of the refrigerator. 


R.E.A. Slated For 


10-Year Run 
To Spend $40,000,000 


WASHINGTON, D. C.—Conferees on 
the Norris bill setting up the Rural Elec- 
trification Administration on a ten-year 
basis have reached an agreement recon- 
ciling differences between the House and 
Senate versions. Principal difference was 
on the question of loans to privately- 
owned utility companies, which was 
settled by permitting such loans but giv- 
ing first preference to local governments 
and non-profit groups. This is substan- 
tially the arrangement that is now being 
followed. 

Funds will be procured during the fis- 
cal year starting July 1, 1936, from the 
Reconstruction Finance Corporation, 
which will loan up to $50,000,000 on ap- 
proved projects. During the following 
nine years direct appropriations of $40,- 
000,000 annually are authorized. Local 
sponsors will pay interest equal to what 
the Government had to pay for ten-year 
credit during the preceding year. REA 
personnel will not be subject to civil 
service rules, but to a non-political merit 
rating similar to the TVA system. 

On May 13 REA announced sixteen 
new allotments totalling $1,296,400. 


HOTPOINT GUNNING FOR 


SUMMER RANGE SALES 


“Over The Hump” Campaign 
Announced for Hot Spell 


CHICAGO, Ill.—A complete new plan, 
called the “Over the Hump” Campaign. 
has just been released by Hotpoint to 
utilities and dealers, for use in the on- 
slaught on electric range sales during the 
hot days of July and August. The cam- 





paign is a repetition, with variations, 
additions and improvements, of last year’s 
“Take Up the Slack” Campaign which 
was used with telling effect by dealers. 
It was prepared under the direction of 
W. A. Grove, Advertising and Sales 
promotion manager. 


Sell Coolness 


The “Over the Hump” campaign is a 
plea to all employees to get behind the 
sales department during the period when 
“Thermometers go crazy with the heat” 
and to sell coolness as one of the out- 
standing features of the electric range. 

The Plan Book features July and Au- 
gust as being two “sawed off” members 
in the family of months—Shorty and his 
brother. It shows how “Julie” and 
“Augie” can be equipped with stilts to 
bring them up to the level of the other 
months. 


The entire campaign is built around a 
complete advertising and sales promo- 
tional program which includes a new win- 
dow display featuring “Comfort in the 
Kitchen,” a new 24-sheet poster with 
the caption, “Cool Comfort in the Kit- 
chen,” five new direct mail pieces and 
eight new newspaper ads, all carrying 
the same general theme of coolness. The 
|} consumer advertising urges the home- 
| maker to install her electric range NOW 
when she can get the full measure of 
comfort out of it during the hot sum- 
mer period when it will be most appre- 

ciated. 


New Door-Opener 


A clever door-opener is offered in the 
form of a kit for sealing jeilies, jams, 
preserves, pickles and relishes. It is an 
ingenious new cellophane product which 
eliminates the use of paraffin. A Savings 
3ank modeled after a Hotpoint range 
is offered as another door-opener which 
the salesman explains can be used in sav- 
ing the monthly payments on the range. 

To maintain interest in the selling cam- 
paign, the plan suggests a “Sale” fishing 
contest with eight mailing pieces and a 
progress chart. Each mailing 
designed to serve a double purpose, car- 
rying a printed message of encourage- 
ment along with a weekly bulletin con- 
taining news of the campaign and show- 
ing progress between the various units. 


piece is 
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Fairbanks-Morse Show 
Big Sales Increase 
INDIANAPOLIS, Ind.—A 


sales in- 

crease amounting to 368% for the first 
juarter of 1936 over a like period for 
1935 is reported by W. Paul Jones, gen- 
eral manager the Home Appliance Di- 
ion of Fairbanks-Morse & Co. “Every 
month in 1936 has shown an increase in 
orders over the corresponding month of 
1935 and it is anticipated that the pace 
will be maintained throughout the year.” 
[he Fairbanks-Morse Home Appli- 
ance distributing and dealer organiza- 


tions are being greatly increased at this 
time. All but a few 
closed in the 


mal coverage 


sections have been 
drive to effect 100% na- 
in 1936 


The National Enameling and 
Stamping pany (Nesco) 
opened their new New York City 
showrooms recently. Above may 
be seen Charles Younggreen, 
executive vice president of Rein- 
ecke, Ellis, Younggreen & Finn, 
Nesco advertising counsel, talk- 
ing with John R. Rodger, vice 
president of the McGraw-Hill 
Publishing Company. At the 
left, Alfred J. Kiekhefer, president 
of Nesco, stops to chat with Mrs. 
Oaden Reid, publisher of the 
New York Herald Tribune. 





AIR CONDITIONING MEN 
HOLD ANNUAL MEETING 


HOT SPRINGS, Virginia—The Air 
Conditioning Manufacturers’ Association 
held its annual meeting here today under 
the Chairmanship of Mr. P. A. McKit- 
trick, Parks-Cramer Company, Fitch- 
burg, Massachusetts. Probably one of 


the outstanding features of today’s meet- | 


ing was the presentation of an air con- 
ditioning applications code for the use of 
the Association’s Members pending the 
national code under the 
sponsorship of the technical societies in- 
terested in the air conditioning field. 

\ review of the standardization pro- 
gram undertaken by ACMA during the 
past year showed that substantial prog- 
ress had been made. Various recom- 


dratting of a 


mendations of the Standards Committee 


were presented to the meeting and a num- 
ber of standards approved. One of the 
most important of the standard practices 
adopted was a form of warranty for use 
by Association Members. 
Officers elected were: 
President: J. F. G. 
Sturtevant Company, Hyde Park, Boston, 
Massachusetts. 
Vice President: J. A. Harlan, Kelvin- 
ator Corporation, Detroit, Michigan. 
Treasurer: P. A. McKittrick, Parks- 
Cramer Company, Fitchburg, Mass. 








When the National Electrical Manufacturers Association held their 
annual meeting at Hot Springs recently, Graybar decided to hold their 
own meeting at the same place just prior to NEMA\''s conference. Above. 
are the managers of Graybar offices from all over the country and head- 


quarters executives of the company. 
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Miller, B. F. | 





EHFA Announces Policy For 
Future Appliance Financing 


Signs Up Hartford Company 


WASHINGTON, D. C.— Electric 
Home and Farm Authority, the federal 
agency set up by the Tennessee Valley 
Authority to finance the sale of electrical 
appliances, which has since been ex- 
panded to a nominally “national” basis, 
has issued a formal statement of policy 
repeating its determination not to enter 
territory in which consumer rates are 


“unduly high,” and setting forth in de- | 


tail its rate standards. 

Henceforward, it is announced, it will 
be the policy of the Authority to assist 
in the distribution of electrical appli- 
ances only in areas where domestic power 





| tracts 


rates do not exceed certain “maximum 
levels” and where there will be periodic 
or automatic adjustments, as use in- 
creases, to lower “accepted levels.” The 
maximum and accepted levels are shown 
in the table below. 

At the same time, EHFA announced 
a contract for the financing of electrical 
appliance sales in the territory of the 
Hartford Electric Light Company, Hart- 
ford, Conn. 

This is the first contract to be signed 
by EHFA with a utility corporation 
since its expansion last August to na- 
tional proportions. It has, however, con- 
with three municipal plants at 
Richmond, Ind., Griffin, Ga., and Spring- 
field, Ill. 


URBAN RURAL 
Maximum Accepted Maximum Accepted 
First 25 kw.-hr...... . wid . v9 
2 =e Se.° =,°* 6c.* 4e.°° 
= SE 3 2 32 2’ 
SS eer 1’ 9 2 1’% 


*Variation expected, but first 50 kw.-hr. not to cost over 


$3.25 urban; $5.00 rural. 


**Variation expected, but first 50 not over $2.00; $3.50. 





4 * 


This price contemplates storage water heating, controlled 


or off-peak, or other similar large use, high load factor equipment. 





MAKE “APRIL Shy, 





1, 


Prize-winning window, dealer class in EEI's small appliance display 


competition. 
pany class—Buffalo General Electric 
3 WIN E. E. L. NATIONAL | Company, Buffalo, N. Y. J. Arthur 


DISPLAY CONTEST PRIZES 


NEW YORK, N. Y.—Just announced 
by Edison Electric Institute are the prize 
winners in the electrical housewares win- 
dow display contest conducted in con- 
junction with National Electrical House- 
keeping Month which was promoted dur- 
ing April by the Institute and twelve 
leading electrical manufacturers. Each 
winner will receive an all-expense cruise 
from New York to Havana and return 
or an alternative award in cash. 
National Electrical Housekeeping 
Month tied in effectively with seasonal 
interest in the smaller electrical appli- 
ances and concentrated for a full month 
the merchandising efforts of virtually the 
entire industry on these profitable lines. A 
very considerable interest on the part of 
central stations, department stores and 
electrical appliance dealers has been de- 
veloped in this and similar promotions 
sponsored by the Electrical Housewares 
Program of which the many competitive 
displays submitted are indicative. 
Winners in the National Electrical 
Housekeeping Month display contest are 
as follows: In the department store class 
—Peck’s, Kansas City, Mo. G. H. Wag- 


ner, display manager. In the utility com- 











Apsey, display manager. In the dealer 
class—F. P. Vandergriff, Selma, Calif. 


Mrs. F. P. Vandergriff, display man- 
ager. 
Electrical manufacturers contributing 


to the Electrical Housewares Program 
and co-operating in the promotion of Na- 
tional Electrical Housekeeping Month in- 
clude: American Electrical Heater Co., 
General Electric, Hamilton Beach, 
Knapp-Monarch, Landers, Frary & 
Clark, Manning-Bowman, Proctor & 
Schwartz, Robeson Rochester, Swartz- 
baugh, Silex, Waters-Genter, and West- 
inghouse. 


HAMILTON BEACH EXPANDS 


RACINE, WIS.,—An entire new wing, 
covering 36,000 square feet, was completed 
recently by Hamilton Beach Company of 
this city, manufacturers of iceless ice 
cream freezers, vacuum cleaners and soda 
fountain equipment, because “a large in- 
crease in business in this field” made the 
present large plant inadequate. 

The new structure is three stories in 
height and will be used exclusively for 
the manufacture of electric motors. It 
will contain the most modern equipment 
obtainable. 
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Milwaukee Dealers 
Going Places 


MILWAUKEE, WIS.—Based on a 
co-ordinated program of dealers in Mil- 
waukee, with The Milwaukee Electric 
Light & Railway Company as the nucleus, 
sales of appliances in the Milwaukee 
metropolitan area are expected to show 
an increase of 40 to 50 per cent in 1936 
over 1935. 

Dealers have set for themselves an ob- 
jective sales total for the year of 2,000 
ranges, 1,200 water heaters, 10,000 elec- 
tric refrigerators, 12,000 roasters, and 
15,000 better sight lamps. This total 
would have an aggregate retail value of 
$2,380,000. 

The huge potential market for these 
appliances was revealed by a survey by 
the Electric Company. It shows that cur- 
rently 43,000 homes in the Milwaukee 
metropolitan area have electric refrigera- 
tors, while 163,000 are without them; 
9,000 homes have ranges and 197,000 
have not; 1,800 have electric water heaters 
against 204,200 who have not; 8,000 have 
ironers against 198,000 lacking them; 
155,000 have washers but 51,000 haven't ; 
127,000 use vacuum cleaners and 79,000 
da not. The saturation point is most 
nearly reached by radios with 196,000 
homes having them, compared with 10,- 
000 without. 

An added market for electrical appli- 
ances is seen in the fact that 1,200 new 
homes are expected to be built this year 
and 5,000 farms in the territory now 
without electric service will be equipped 
during 1936. 


Chrysler Air Conditioning 
in New Dayton Plant 


DAYTON, O.—Installation of new ma- 
chine equipment is nearing completion at 
the new Dayton, Ohio, plant of Airtemp, 
Incorporated, the air conditioning sub- 
sidiary of Chrysler Corporation, it was 
confirmed this week. Manufacture of all 
Airtemp products in the company’s own 
plant there will begin early in June. 

Until the present time, the Corpora- 
tion’s air conditioning activities have been 
carried on at one of the Dodge plants in 
Detroit. When increased demand for its 
equipment forced removal to larger quar- 
ters, the plant in Dayton was selected for 
all Airtemp operations, including engi- 
neering, production and sales. 


Pioneer with Unit-Type 
Air Conditioners 


On the theory that a widespread sale of one- 
room unit type air conditioning installations 
will pave the way for a greater public interest 
in this field and will lead to the development 
of later dealer business, the Pacific Gas and 
Electric Company has concentrated its di- 
rect selling efforts on the sale of unit type 

olers for home and commercial establish- 
ments. This means also that the sale of equip- 
ment is not confined to the engineering staff, 
as no complicated calculations for the in- 
stallation of this equipment are required. 
Such information as is necessary is furnished 
the sales force through a series of meetings 
held in each of the districts at which repre- 
sentatives of manufacturers demonstrate and 
explain their particular equipment. Sales are 
in general handled by the salesmen of the 
heating department, who are thus given a 
more balanced program of activity, with no 
slack season. Contacts with prospects de- 
siring a more complete type of installation 
are also made by this staff, who cover much 
of the preliminary selling work, later turning 
the customer over to dealers or contractors 
specializing in this field. 








SOME CANDID SHOTS OF CROSLEY’S CONVENTION 














Powel Crosley, Ill, vice president; David Slobodien, Apollo Distributing Co., 
Newark; Powel Crosley, Jr., president of the company and a refrigerating engineer. 





i : 
Lewis M. Crosley, vice president and general manager of Crosley; Fred Johns- 
ton, manager of sapueeting and J. T. Cecil, president of the Intercity Hardware 


Company, Bristol, Tenn. 





Howard Buchwald, Lincoln Sales Corp., Baltimore; Fred Johnston, Crosley radio 
engineering; Jack Crosley, district manager for N. Y.; and Neil Bauer, assistant 
sales manager of Crosley, snapped at the distributors convention in Cincinnati. 





Where Will They Buy the Appliances ? 


The Rural Electrification Administration has announced the 
signing of a loan contract granting to the Richland Cooperative 
Electric Association, Richland Center, Wisconsin, $250,000 for 
the construction of 231 miles of line to serve 752 customers. Energy 
will be purchased wholesale from the municipal plant at Richland 
Center. Announcement of the allocation of this sum was made 
May 2; the contract has now been completed and is in effect. The 
project sponsor reports that the 752 new consumers along its lines 
have expressed their willingness to install the following: 381 
radios, 372 washing machines, 203 water pumps, 152 utility motors, 
83 vacuum cleaners, 78 refrigerators, 49 milking machines, 34 water 
heaters, 35 ranges. 
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/ New Yorkers Learn 


How to Sell Ranges 


NEW YORK, N. Y.—An Electric 
Range Sales Training Course, comprising 
seven sessions, cooperatively undertaken 
by L & H, Hotpoint, Westinghouse, Gen- 
eral Electric, Kelvinator, Norge, Estate, 
Crawford, Standard and Universal and 
sponsored by the Electrical Association 
of New York, Inc., attracted no less than 
647 registrants. Attendance at each of 
the seven sessions averaged 555 students, 
clearly indicating sustained interest in the 
subject of electrical cookery. 

Six of the sessions were devoted to lec- 
tures comprising : 

1—Fundamentals of electric cookery 

and a comparison with other fuels. 
2—Range construction 
3—Range top cookery 
4—Oven cookery including broiling and 
temperature controls 

5—Suggestions on presenting the elec- 
tric range story to prospective cus- 
tomers 

6—Selling, coordination and closing an 

electric range sale 
The seventh session was devoted to a 
mass cooking demonstration. Six ranges 
were used simultaneously for as many dis- 
tinctive meals, permitting every electric 
cooking method to be dramatically 
demonstrated. 

Mimeographed copies of each of the 
lectures, together with ten examination 
questions were given to the students at 
the conclusion of each session which they 
were required to return in person at the 
next session if they desired to compete in 
certain prize awards which were provided. 
The examination papers submitted by 
students having 100% attendance records 
equalled 45.8% of the average attendance. 
The average rating of all written exam- 
inations was slightly better than 86% and 
gave proof of the close attention given by 
the students to the lectures and their fur- 
ther study of the mimeographed texts of 
the lectures at home. 

The activity was the initial step in an 
educational program of the Electrical As- 
sociation of New York to make the 
metropolitan New York appliance sales 
personnel of dealers, distributors and 
utilities range conscious and properly 
train them for active and intelligent sales 
effort. The metropolitan New York mar- 
ket where electric rates have recently 
been materially reduced, is believed to 
offer a tremendous immediate market for 
electric range sales. 


Summer Housewares Show 


Proposal to hold a summer housewares and 
electrical appliance show in the Merchandise 
Mart, Chicago, July 6 to 18, has been ap- 
proved by members of the Fourteenth Floor 
Mart Club. President C. S. Keating has 
appointed a committee of seventeen to serve 
as a show committee. A. P. Hughes is 
temporary chairman. 


Gibson April Sales Tripled 


Mr. L. E. Taufenbach, Sales Manager 
of the Gibson Electric Refrigerator Cor- 
poration, Greenville, Michigan, reports a 
shipment of 20 carloads of refrigerators 
consigned to two Gibson customers. 

Mr. Taufenbach reports deliveries for 
April, 1936 are 3 times what they were 
in April, 1935. Sales of Gibson Kero- 
Units (kerosene burning home refrig- 
erator) exceed their quota by a wide 
margin. Export sales of KeroUnits con- 
tinue to increase and the Gibson Factory 
is operating their KeroUnit Division at 
top speed. 
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For QUICK Dealer 
PROFITS 


‘“Fresh’nd-Aire’”’ 





FASTEST MOVING LINE IN 
SUMMER COOLING MARKET! 
I ik Jinar fa FRESH ND. AIRF 
(Ter a radica new pr ple of propellor 
eslg FIFTY different SPEEDS to generate 
powerf far-rea ng plumes FRESH 
COOL AIR—wit elative AIR CONDITION 
G benefits eretofore knowr w in 
PREFPRRED nation-wide nd 








HIGH STAND “FRESH'ND-AIRE” 





or plated telescor g tube adjustable fr 
‘ af bottom of ard to 800 
1660 R.P.M. quie a ff ntly. Furnist 
for A.¢ r DS I “ 4 reac f 
¢ y purse 





WALL BRACKET 
“FRESH'ND-AIRE”’ 
Convertible to LOW STAND Model 

ih for a LIFETIME of hard stea 
May be rea n wall a wr 
‘ At da Sta t t _ a : = —~ 
Ma her NEW FEATURES cor 


Write for Full Details on 
Dealer Franchise! 


GAYLORD 


MANUFACTURING COMPANY 
1227 W. Washington Boulevard 
CHICAGO @ ILLINOIS 
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| pieces of equipment. 





Westinghouse Using “Toy” 
Kitchens to Sell Complete Jobs 


Demonstrator Convinces Prospects 


EAST PITTSBURGH, PA. — West- 
inghouse, interested in promoting the com- 
electric kitchen, has introduced a 

miniature kitchen demonstrator. 
This miniature kitchen, complete to the 
finest constructed that the 
electrical equipment and base cabinets can 
be arranged in various sequences to dem- 
onstrate the convenience, economy, and 


plete 


unique 


detail, is so 


step-saving features of the modern, com- 
plete electric kitchen 

Standing eight high, this new 
kitchen demonstrator is approximately 12 
inches square. Along two walls are ar- 
ranged pieces of electrical equipment, 


inches 


modeled in rubber with their comple- 
mentary cabinets and work table sur- 
faces; the other two walls are eliminated 


for visibility Each kitchen contains a 
small rubber refrigerator, range, dish- 
washer, and water heater. Assembled in 
order, these models offer a word picture 
to the prospect, more powerful and con- 
vincing than any verbal sales presentation 
yet offered 

Along with this miniature, Westing- 
house has a presentation that allows the 
prospect to study and work out the ad- 
vantages of a complete electric kitchen 
over her present kitchen. A Kitchen 
Plan-O-Graph accompanies each Kitchen 
Planner, the graph pad forming the basis 
of the demonstration. To give a demon- 
stration, the salesman removes the rub- 
ber models from the Kitchen Planner and 
then offers the Plan-O-Graph to the 
prospect. After asking the prospect to 
arrange the rubber models around on the 
Plan-O-Graph as they are in her own 
kitchen, he gives her a pencil and asks 
her to trace 
equipment she would make in baking a 
cake or a pie. 


the steps to the pieces of 


This operation results in many lines 
drawn back and forth, to the various 
f After looking at 
this diagram for a moment, so that the 
number of steps and duplicated efforts are 
firmly impressed on her mind, the same 
graph procedure is followed in the West- 
inghouse Electric Kitchen Planner. The 
difference in the number of steps, between 
those in the housewife’s own kitchen, and 
the complete electric kitchen, is usually 
so pronounced that the prospect really 
needs no additional sales talk. Since the 
prospect sells the idea to herself, she is 
convinced that her kitchen needs remodel- 
ing, and that her “want” has not been 
created by high pressure talks. 








One of the miniature “kitchen plan- 
ners” that Westinghouse is using to 
sell complete electric kitchens 


These Kitchen Planners, along with 
an Electric Kitchen Planner Guide, and 
Plan-O-Graph, are being distributed to 
jobbers, dealers, and salesmen. They are 
available in a carrying case so that the 
salesman can take a Planner into the 
home of the prospect. 


C1. 7. IN BIG 
NATIONAL AD CAMPAIGN 
Designed to Build Dealer Sales 


NEW YORK, N. Y.—Commercial Invest- 
Trust, with advertising campaigns 
starting in Saturday Evening Post, Colliers 
and Time Magazine, together with scores of 
newspapers throughout the country, is pre- 
pared to tell the story of installment buying 
of appliances to 12,C00,000 families during 
1936. 

Backbone of the advertising message is a 


ment 


graph with two charted lines crossing—prices 
and sales. “As Sales Go Up” says the mess- 
age, “Prices Come Down.” Typical illustra- 
tions are the refrigerator which in 1920 cost 
in the region of $600 while in 1936 it cost less 
than $150. Reasons, say C. I. T., is the tre- 
mendous increase in sales due to installment 
financing which made possible production 
savings which were passed on to the con- 
sumer. 

A sixteen-page booklet “Buying Out of 
Income” is offered free of charge to readers 
of the advertising. 

Prime idea back of the campaign is to 
build more sales of electrical appliances for 
dealers, distributors, manufacturers. 








June Is Electrical 
Wedding Month 


Another Important Small 
Appliance Promotion 


NEW YORK, N. Y.—June is Ele 
trical Wedding Month—a national co 
operative merchandising event designed 
to stimulate the sale of electrical house 
wares which is being sponsored by Edi- 
son Electric Institute and twelve leading 
electrical manufacturers. An integral and 
highly interesting feature of this novel 
promotion is a consumer contest for “The 
Most Popular Bridal Couples in America” 
which is arousing considerable interest. 

During the month of June each pur- 
chaser of an electrical houseware pro- 
duced by one of the manufacturers con- 
tributing to the Electrical Housewares 
Program has the privilege (if the electri- 
cal houseware was purchased for a bride) 
of submitting the bride’s name on the back 
of the sales slip. A separate slip may be 
submitted for each electrical houseware 
purchased—and each slip counts one vote. 
Each of the three bridal couples receiving 
the largest number of votes (i.e. the 
largest number of electrical housewares as 
wedding gifts) will be given, absolutely 
free, an all-expense honeymoon cruise to 
Bermuda on the Cunard-White Star SS 
Georgic. 


Oneida Electric Formed 


Announcement is made of the or- 
ganization of the Oneida Electric Mfg. 
Company at Green Bay, Wisconsin. This 
new company will manufacture electrical 
products, and is interested in securing 
sales representatives. 


$7,500 Cash for Eureka 
Dealers in Sweepstakes 


DETROIT, MICH.—A “National Sweep- 
Stakes”, with $7,500 in cash prizes is the 
latest campaign inaugurated by the Eureka 
Vacuum Cleaner Company to their author- 
ized dealers. The campaign started on May 1 
and is scheduled to end June 30. 

Dealer’s salesmen are given “Pari-Mutuel” 
sales tickets to record their progress and help 
their division place in the Derby, according 
to A. L. McCarthy, vice president and general 
manager of the company. 

The cleaners to be featured in the campaign 
are the Motor Brush Model selling at $59.50 
(2 points) and the De Luxe Model K selling 
at $39.50 (1 point). In computing gross unit 
sales, the latter model will count equal with 
the $59.50 machine, but not on the pay-off 
on winning tickets. 








A manufacturer's meeting without golf is almost unheard of. 


Here are 


some industry men on the course at Hot Springs during the NEMA con- 
ference. On the left Harold Donley of Westinghouse checks up on Ray 


Turnbull of General Electric. 


Above, C 


. R. D’Olive of Stewart-Wamer 


looks on while Gus Trefeiscen of the same company counts the score with 
Tom Evans of Merchant & Evans and Phil Danley of Westinghouse acting 


as material witnesses. 
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ho HE FIRST THING a woman sees when she 
eS as | looks at refrigerators in your store is— 
pa THE FINISH. 


The part of the refrigerator she sees most 
often in her home is—THE FINISH. 

If you have DULUX-finished refrigerators 
in your store, the feature you can use today 
a | to help close sales is—THE DULUX FINISH. 
Mig. In Du Pont DULUX a woman sees, first, a 
This finish of unusual beauty. A pure, white, sani- 
a0 tary beauty that delights the eye. With 
DULUX on the refrigerator in her kitchen, 
she sees day after day a finish that stays beau- 
tiful ... that resists wear and tear, dust, dirt, 
marring greases, oils, acids, knocks and 
moisture. 


kes 


weep- 
s the 
ireka 
thor- 
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Put all of this into simple, plain language 
to women, by saying “FINISHED WITH 
DU PONT DULUX.” The words will more 
than repay you. There is a definite reason for 
tuel” saying this. 
help Du Pont chemists spent years developing 
rding and perfecting this distinctive and different 
neral modern finish. In three years manufacturers 
paign have produced over 2,000,000 household re- 
59.50 frigerators finished with DULUX. Dealers 
oiling have proved its value as a sales-clincher. 

‘with For a booklet that goes into detail about 
y-off | the properties of DULUX and gives many 
a _ sales hints, ask for FREE copies of ‘Selling 

Made Easier with DULUX.”’ Write E. I. 

| du Pont de Nemours & Co., Inc., Finishes Di- 


— aca i 


| PND DUL 


REG.U.S. PAT. OFF. REG. U. S. PAT. OFF. 
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The sole-plates of General Electric Hotpoint Moderne 


Avtomatic trons are made of an Alcoa Aluminum Alloy 




























a 

e Ji 1S MADE OF ALUMINUM because Alumi- 

e num conducts heat more rapidly than 

. any other practicable metal. Sales point, 

par excellence. That means quicker heating, 

. more even heating, safer and more economical ironing. 
*BECAUSE Aluminum is lighter. An Aluminum sole -plate 

makes possible a light iron without reducing the amount of metal. 
Plenty of metal means good heat storage, particularly since Aluminum 
has very high heat storage capacity. *BECAUSE the Alcoa Aluminum alloy 
used is hard and can amply withstand the abuse normally encountered 
with this kind of electrical appliance. Also, the casting characteristics of 
this alloy make it possible to cast the heating element right into the 
sole-plate, so that all the heat is absorbed directly into the sole-plate 
*Those are the users’ advantages. Those are the points for you to stress. 
Those are the things to tell about when you say, as of course you will, 
IT’S MADE OF ALUMINUM. That is the selling sentence of 1936. ALUMINUM 


COMPANY OF AMERICA, 2160 Gulf Building, Pittsburgh, Pennsylvania. 


ALUMINU 





UNIVER'L COOLER HAS $163,000 
PROFIT FOR FIRST QUARTER 


DETROIT, MICH.—A net profit of $162 
924.56 for the quarter ended March 31, 1936 
is reported by F. S. McNeal, President and 
General Manager of Universal Cooler Cor- 
poration, Detroit. This compares with a 
profit for the same quarter of 1935 of $67 
214.13. For the half-year ending March 31, 
1936, net profit amounted to $80,799.30 
before federal income taxes, compared with a 
net loss of $70,959.08 for the same period of 
the preceding fiscal year. 

According to Mr. McNeal, this is brought 
about largely by an increase of over 112% in 
the volume of household refrigerators with 
an advance in the commercial sales volume 
where the company largely makes equipment 
for resale by other manufacturers under their 
own brand names. 

The large increase in household refrigerator 
sales came as a result of the new policy of the 
company the first of this year to sell princi- 
pally direct to the most active department 
stores and public utilities, with the result that 
in three months, outstanding dealer repre- 
sentation has been established in cities whose 
combined population represents more than 
78% of the national sales potential. 


GEORGE SEXTON 
IN NEW BUSINESS 


NEW YORK—tThe Long Hill Lab- 
oratories has been formed by George L. 
Sexton, until recently vice president and 
general manager of Bond Electric Cor- 
poration. 





GEORGE SEXTON 


Mr. Sexton is president and genera! 
manager of the new company and offices 
will be located at the plant in Long 
Hill, Conn. and in New York City. 

This new organization will specialize 
in the manufacture of a number of items 
for the electrical field. 


RANGE SATURATION ONLY 
1.5 PERCENT IN CLEVELAND 


CLEVELAND, O.—A survey—or surveys- 
made under the auspices of the Electrical 
League of Cleveland, covered more thar 
10,000 homes in the Cleveland metropolita: 
territory (homes ranging in value from $5,000 
to $15,000) and revealed the following satura 
tion on electrical appliances: 


Number 
Appliance Owned Percent 
0 Ue See ee 9,019 90.1 
OS a ae .. 1,631 16.3 


23,733 37.3 
. 1,788 17.8 


Percolator 
Portable Heater . 


dain Sate ack hae . .9,802 98.0 
Range 153 1.5 
Refrigerator ..... 5,274 52.7 
eee 213 2.1 
Toaster . 7,047 70.4 
Washer 8,030 80.3 
Pin-It-Up Lamp 500 5.0 
Study Lamp 1,220 12.2 
Three-Light Lamp 1,190 11.9 
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SHEBOYGAN DEALERS GET 
SALES TRAINING COURSES 


D. G. MacLachlan Conducts School 


SHEBOYGAN, WIS.—The Voca- 
tional School at Sheboygan, Wisconsin, in 
conjunction with the Sheboygan Electrical 
Merchants Association, has just completed a 
series of unique sales training classes for new 
electrical refrigeration salesmen. The classes 
were under the direction of Mr. D. G. Mac- 
Lachlan, salesmanship instructor of the Voca- 
tional School. It was extremely successful 
according to L. L. Perry president of the 
Sheboygan Electrical Appliance Dealers’ 
Association. 





D. G. MecLACHLAN 


The sales training classes were different 
than the ordinary in that new salesmen for 
various competitive makes of electrical re- 
frigerators all attended the same classes. No 
sales training course in which was enrolled 
competitive salesmen had previously been 
conducted in this part of the country. All 
of the electrical refrigeration merchants of 
Sheboygan availed themselves of the oppor- 
tunity of having their new salesmen receive 
the specialized training afforded. 

Two one hour classes a week were held. 
“Heinie” Grow, sales training director of the 
Specialty Appliance Division of the General 











Electric Company, at the first meeting of the | 


class, gave an encouraging picture of. the 
future for good electrical refrigerator sales- 
men, pointing out that many of the executives 
of our large corporations were at one time 
salesmen. Mr. Gordon Fairfield of the Morly 


Murphy Company, Milwaukee, Wisconsin, | 


distributors for Kelvinator, also attended the 
first meeting of the class. 
The average attendance of new salesmen 


at the classes was fifteen. No attempt was | 


made at the school to go into the features of 


any make of refrigerator. The classes were 


quite informal. 





For a minute of relaxation T. S. Murray, 
new busi , Tide Water 





Power Co., Wilmington, N. Car., grabs a 
sofa. Mr. Murray makes unusual use of 
his three home ec ists for creating 
good will, digging up new business and 
keeping buyers well satisfied. 





The ALLIGATOR ferociousls 


ind capably Protects her « 


while they are incubated by the 


warmth of the southern sun 


OR every offense, Nature or man provides 
.. . Against the 
field of metals, oxygen wages an endless of- 


a protective defense. 


fense. Thus, until 1906, oxygen destroyed all 
known heating element alloys so rapidly that 
electric heat was not practical. But in that year 
A. L. Marsh developed a defender, with whose 
protection came into being the heating appli- 
This staunch defender is 
Chromel, the first nickel-chromium resistor. . . . 


ance industry. 


Nature gave to this alloy a protective coating 
which develops in use, an armor that keeps the 
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PROTECtTOION 





oxygen away from the wire. In 30 years of 
manufacture we have greatly added to this 
natural property. So, today when you sell 
devices that are protected with Chromel ele- 
ments, you thus also protect your own good 
reputation as a good dealer. You can sell 
these devices with confidence, because the 
biggest names in the electrical field are also 
protected by Chromel. . . . For technical data 
asks for Catalog-KM. . . . Hoskins Manu- 
facturing Company, Detroit, Michigan. 
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STAINLESS STEEL 
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ROAST ER 


NESCO leads the way to greater conven- 
ience in home cooking with the Roastmaster. 
Thousands in use in American Homes prove 
the popularity, the trustworthiness, the ability 
of the Roastmaster to surpass all records for 
delicious meal preparation. ¢ For your selling 
—investigate NESCO. Examine the insulated 
Stainless Steel Cover, which will not rust or 
tarnish — the Signal Light and Thermostatic 
heat control—the One Lift Pan Set—the Dou- 
ble Bake Rack. There are many new exclusive 
NESCO features that clinch consumer inter- 
est, that mean new records in sales volume. 


Distributed through leading jobbers 
NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270— NORTH TWELFTH STREET. MILWAUKEE. WISCONSIN 
Factories and Branches: MILWAUKEE—CHICAGO—NEW YORK—BALTIMORE—PHILADELPHIA—GRANITE CITY, ILL. 
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W. T. WHITE EDWARD C. PETER ARTHUR H. PETERS 


Peters Leaves Horton to Direct 
Manufacture of Simplex Ironers 


Fills Post Left Vacant by Death of Edward 
C. Peter; W. T. White Resigns From Horton 


Two veteran executives of the Horton | fairs of the industry having served many 
Mig. Company, Fort Wayne, Ind., re- | years in various executive capacities with 
signed recently. the American Washing Machine Manu- 

The first, Arthur H. Peters, left the | facturers Association and for three years 
company where he had spent 35 years, | as president of the National Household 


latterly as vice president and general man- | Devices Corporation. 

ager, to take full charge of the manufac- The second resignation was that of 
ture of Simplex ironers and Simplex in- | William C. White, director and general 
stitutional laundering equipment for the | sales manager of Horton. Mr. White had 
American Ironing Machine Company. | been with the company since 1924 where 
The company is a subsidiary of the Bar- | he had been successively salesman, district 


low & Seelig Mfg. Company of Ripon, | manager, advertising manager and, since 
Wis., and the Simplex ironers are made | January, 1933, general sales manager in 
at the factory in Algonquin, III. charge of service, shipping, sales and ad- 
Mr. Peters fills the position left vacant vertising. 

by the sudden death of Edward C. Peter, According to a recent announcement, 
late president of the American Ironing | Mr. White has joined the Crosley Radio 
Machine Company, who pioneered in the | Corporation, Cincinnati, in the capacity of 
manufacture of household electric ironing | factory representative in the washer and 
machines. Mr. Peters is active in the af- | ironer division of the company. 


Georgia Power Starts Drive to 
Sell 1,000 Washers and Ironers 


ATLANTA, GA.—The Georgia Power Com- | South in an unprecedented fashion. 
pany’s largest campaign on home laundry The campaign on I. E. S. lamps showed 
equipment—a drive which began on April 20 | 2,839 lamps sold at the time of writing 
and will be concluded on July 27—has a quota | against a quota of 3,500. 
of 780 washers and 220 ironers. Full lines of 
ABC and G-E equipment are being featured. 
During the past three years and the first 
jyuarter of 1936 there have been 2,643 units 


Ward Leonard Moves 
The Ward Leonard Electric Co.’s Chicago 
f washers and ironers sold by the company’s | Office, under the management of Kline Gray, 


sales staff. The quota for 1936 alone is al- | has taken larger quarters in the Monadnock 
most equal to that number—2,500 washers | Block at 53 West Jackson Blvd. This has 
and 500 ironers—another indication that the | necessitated moving their office from Room 
washing machine market is opening up in the | 1257 to Room 1450. 





| After the Big Wind 











The last hurricane that struck Miami demolished this house completel y— 
not a stick was left standing. But the Apex refrigerator and Apex washer 
(background) came through unscathed. 
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THE DISTRIBUTORS 
DOUBLING LAST YEAR’S SALES 
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AKRON, OHIO DUBUQUE, 1OWA MEMPHIS, TENN. ST. LOUIS, MISSOURI 
Brown-Dorrance Electric Co- The Home Supply Co- Automobile Sales Company The Artophone Corporation 
ALBUQUERQUE, NEW MEX. DULUTH, MINNESOTA MILWAUKEE, WISCONSIN SALT LAKE CITY. UTAH 
Chas. lifeld Co- Marshall -Wells Co- Shadbolt & Boyd Co. United Electric Supply ©o- 
ATLANTA, GEORGIA EL PASO, TEXAS MONROE, LOUISIANA SAN ANTONIO, TEXAS 
Capital Electric Co. of S. E- Peterson Lumber & Paint Co. Monroe Furniture Co-» Ltd. Southwest Appliance Co. 
BIRMINGHAM, ALABAMA EVANSVILLE, INDIANA NASHVILLE, TENNESSEE SAN FRANCISCO, CALIFORNIA 
Capital Electric Co- of S. E- Small & Schelosky Co. Phillips & Buttorff Mfg. Co- Moore Electric Supply ©o- 
BLUEFIELD. WEST VA- FORT WAYNE, INDIANA NEW ARK, NEW JERSEY SCRANTON, PA. 
Bluefield Hardware Co. Schlatter Hardware Co., Inc- Wholesale Radio Equipment Co. D. T.- Lansing ©°-> Inc. 
BOSTON, MASS. HARTFORD CONN. NEW ORLEANS, LOUISIANA SEATTLE, «yy ASHINGTON 
Hunt-Marquardt, Inc. Wood, Alexander & Co. Max Barnett Furniture Co. Domestuc Utilities. Inc. 
BUFFALO, NEW YORK HOUSTON, TEXAS NEW YORK, NEW YORK _ SPOKANE, 4y ASHINGTON 
Buffalo Nipple & Machine Co- Star Electric & Eng. Co- Wholesale Radio Equipment Co. ‘Alemite Co- of the Northwest 
( HARLEST ON, WEST VA. [NDIANAPOLIS, INDIANA NORFOLK, VIRGINIA SPRINGFIELD, ILLINOIS 
R. H. Kyle & Co. Mooney-Mueller, Ward Co. Dix Bowers 0. The Bruce Co. 
C HARLOTTE, N. CAROLINA JACKSONVILLE, FLORIDA OKLAHOMA CITY, OKLA. SYRACUSE, NEW YORK 
Shaw Distribuuns Co. Capital Electric Co- of S. E. Southwest Radio & Equipment Co. City Electric Company 
CHICAGO, {LLINOIS JOPLIN, MISSOURI OMABA, NEBRASKA TOLEDO, OHIO 
Domestic Utilities, It. Joplin Auto Supply Co- H. C. Noll Compaty Baumgardner Distributing Co. 
c {NCINNATI, OHIO KANSAS cITY, MISSOURI PHILADELPHIA, PA. TROY, NEW YORK 
The Schneider-Shott Co. Stewart -W arner - Alemite Co. Philadelphia Distributors, Inc. H. A. McRae & Co., Inc. 
« LEVELAND. OHIO KNOXVILLE, TENN. pITTSBURGH. PA. UTICA, NEW YORK 
The Geo- W orthingtoo Co. House-Hassoo Hardware Co. Brown-Dorrance Electric Co- Miller Electric Co. 
C OLUMBUS, OHIO LAS VEGAS, NEW MEXICO PORT LAND, OREGON WHEELING, WEST VIRGINIA 
The Geo- W orthingto® Co. Chas. Iifeld Co. Alemite Co. of the Northwest The Front Co. 
DALLAS, TEXAS LI WISTON, MAINE PROVIDENCE, R. I. WICHITA, KANSAS 
Radio E quipment Co. of Texas Northeastera Sales CorP- Good Housekeepins Shops, Inc. Stewart -W arner Products Co- 
DENVER, COLORADO LITTLE ROCK, ARKANSAS RICHMOND, VIRGINIA — 
Stewart -™ senes Soe Co. Brandes Company . A. R. yeasts inc. mm WESTERN ‘ ANADA 
DES MOINES. 1ow A LOS ANGELES, CAMFORSSS aga ER, — — Hudson's Bay Compady 
Luthe Hardware 0. A. oesch & ©O- a ** artmann orporatio! Calgary. Alta Victoria, B. ¢ 
DETROIT, MICH. LOUISVILLE, KENTUCKY SAGINAW, MIC HIGAN Vancouver, B. C- Saskatoon, Sask 
Morley Brothers Bomar Mfg. ©o- Morley Brothers Edmonton, Alta Winnipes. Man 
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A” through the summer and well into 
the fall millions of people will be 
reading about ARMCO Ingot Iron in The 
Saturday Evening Post, Collier’s, and 
United States News. And when they come 
into your store to look at ranges, refrigera- 
tors and washing machines, they will be 
favorably impressed. 

It’s a step toward a successful sale, and one 
that experience tells us is quite important. 
After all, when you think of it, ARMCO 
Ingot Iron has been advertised continually 
to a national audience since 1914. Buyers 
in your community have known for years 
that ARMCO Ingot Iron in a porcelain 
enameled appliance insures a smooth, 


flawless, lifetime finish. But the famous 
Armco Label can only be a big help to turn- 
over when you make it a consistent part of 
your sales story—when you ask the manu- 
facturer to attach it—when you point to it 
as evidence of the material excellence of 
your appliances. 

It’s easy to put the Armco Label to work 
helping sales. Make it a definite cog in 
your sales-room wheel and watch it make 
a steady contribution to turnover. Can we 
assist by supplying helpful booklets for 
your salesmen, informative folders for 
prospects, and electros for your advertise- 
ments? The American Rolling Mill Co., 
Executive Offices, Middletown, Ohio. 
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| and may be obtained without cost. 


| stand in simple, concise language. Anyone 
| operating a truck, fruit, dairy, or poultry 


| 


20 Per Cent Slash in Prices of 





MARSH AWARDED | 
FRANKLIN INSTITUTE | 
MEDAL 


DETROIT—Albert L. Marsh, preui- | 
dent and general manager of the Hoskins 
Manufacturing Company, Detroit, has 
been awarded the John Price Wetheril! | 
Medal by the Franklin Institute of Penn- 
sylvania. To the electrical industry, Mr. 
Marsh contributed an alloy which has 
been far reaching in making use of elec 
trical energy. 

Mr. Marsh did his experimenting with 
alloys of nickel and chromium in the early 
part of the century and, in 1904, joined 
forces with William Hoskins, consult 
ing engineer of Chicago. The Hoskins 
Manufacturing Company was organized 
in 1908. 





GE TACKLES FARM 
USE IN NEW DRIVE 


CLEVELAND, O.—A new campaign de- 
signed to demonstrate the advantages of | 
electricity for farm use is about to be launched | 
by the General Electric Company of Nela 
Park, Cleveland. Along with widespread 
advertising and merchandising efforts, G-E 
distributors everywhere will feature through- 
out the summer the latest developments 
created by General Electric to aid the farmer 
electrically. 

In connection with this move, the first 
book of its kind on modern electrical re- 
frigeration for farm use has just been printed 





The whole technical field of farm refrigera- 
tion is made easy for the layman to under- 


farm or butchering meat for sale or home | 
use will find a complete array of information 
on their own particular problems. 





Larger Sized Lamps Announced 


NEW YORK, N. Y.—A reduction, averaging 
20 per cent in the list prices of larger sized 
Mazda lamps, effective May 1, was announc- 
ed simultaneously by General Electric, West- | 
inghouse, Sylvania-Hygrade and other lamp 
manufacturers recently. 

The types of lamp included in the price 
change indicate the changing standards of 
lighting practice, according to Gerard Swope, 
president of the General Electric Company. 
Since lamps of 150 watts or more are becom- 
ing more and more in demand in offices, | 
kitchens, stores, schools and other places, the 
reduction is in order considering the increased 
demand. Much of the credit undoubtedly 
belongs to the activities of the Better Light 
Better Sight activity which has stimulated 
interest in lighting for increased efficiency. 
The reduction also affects indirect 3-light 
lamps designed for use with I. E. S. floor and 
table model units. 





Hatry & Young Open Third Store 


HARTFORD, CONN.—Hatry & Young, 
Inc., dealers for Kelvinator refrigeration, 
G-E washers and ironers, Philco, RCA, 
Atwater-Kent, G-E, and Stromberg Carlso: 
radio, have opened their third store. It i 
located at 195 Cannon St., Bridgeport, Cont 
and is in charge of Emil Gauggel: 
The other two stores are at Hartford ar 

New Haven, Conn. 


C.1. T. Opens Savannah Office 


SAVANNAH, GA.—C. I. T. Corporation, in 
order to give localized sales financing service 
to dealers and purchasers in the territor 

surrounding Savannah, will open an office 
in the Blum Building. Mr. J. H. McDonald 








| is to be in charge. 
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@ Diamonds work efficiently whether in a heavy mine 
drill, glass cutter, or in a delicate lavalliere. Porcelain 
enamel has even greater adaptability. You will find it 
surfacing the pump impellers at the bottom of an oil well 


or a colorful, attractive compact in a lady’s handbag. 


Porcelain enamel is adaptable to a multiplicity of uses 
because it is flint hard—impervious to heat or cold— 
acid and stain resisting—endlessly durable—easily 


cleaned—sanitary. 


Regardless of how used—on a table top, inside or out- 
side of a refrigerator, on a range or stove, washing 
machine, ironer, kitchenware, sign, lighting reflector 
or any other application—porcelain enamel affords a 
degree of endurance, beauty and economy impossible 


to obtain with any other finish. 


Your customers readily acknowledge the superiority 
of porcelain enamel. They know, from experience— 
it is by far the best of all finishes. And every customer 


wants quality . . . Sell porcelain enamel. 


EDUCATIONAL BUREAU 
Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue « Chicago 



























Ovmagiaity 


s. DORCELAIN 4 


ENAMEL 7 


ORCELAIN ENAMEL 242 
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U.S. A. Patent No. 1765784 and 2008067 
Other patents pending 


READY for YOU! 


More power, 
more efficient 


The 


Vacuum 


made 
Air 


American 


new Progress 


greater air 
Purifier, 


attachments, 


volume, 


Cleaner and straighter 


Model 9, is now in production. It is wand, positive sanitary filter, quality 
being made in the U.S.A. throughout! built throughout, are outstanding rea- 
Ready for delivery July ist. It is the sons why you can sell the Progress as 


you have never sold vacuum cleaners 


machine of 101 uses. More powerful before! It has the famous Black & 
and better than ever before. You have Decker motor and the Belden rubber 
always wanted to sell the Progress cord and plug. 
cl —and 
a a See it at the New York House Fur- 
It has a brand new carpet nozzle, nishing Show, Room 546, Pennsylvania 


Hotel, New York City, July 19th to 
25th—but write now for our unique, 
sensational sales plan and reservation 
to show it in your store first. 


PROGRESS VACUUM CORPORATION 


working with matchless efficiency. It 
really does pick up lint, threads, etc., 


like magic 














Sales Office and Factory: 1814 East Fortieth Street, Cleveland, Ohio 
| neaniaitineemenninniinmaainn 









There are 
live prospects 
for Breezo in your 
community, too! 















Breexo 


OU cen push home comfort profitably 
with Breezo Ventilating Fans and 
Breez-Aiir Attic Cooling Fans just as 
other dealers are doing. Go alter 
this business now and make the homes 
of your old customers livable this 
summer. And don't overlook the 
new homes being built. 
Thesefansare easy to demonstrate, 
economical and service-free. They 
are available for all requirements. 
Take up the slack in summer sales 
with Breezo and Bree:-Air. Write at 


once for prices and discounts. 


Breez-Air 


Buffalo Forge Company 
205 Mortimer St., Buffalo, N. Y. 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
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POOR MAN’S AIR CONDITIONING 


Kelvinator — 


To Prove 
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All-Electric Homes 
s Economy 


NEL 
 [P~.. 


One of the Kelvinator air-conditioned small homes located in Detroit. 
Cost for complete electric service should not exceed $180 a year, accord- 


ing to 


Aunt Lily Hollenbeck used to say, as 
she clapped long underwear on her 
children the first cold day of winter, 
“There’s no sense pampering them along 
with mufflers and mittens—you'’ve got to 
go the whole hog to keep children warm.” 

This philosophy of doing a complete 
job is behind an elaborate air condition- 
ing experiment just announced by the 
Kelvinator Corporation. With specially 
built houses—not room coolers—it pro- 
poses to run a countrywide test to sample 
the public and discover just how the 
family with a lean purse reacts to air 
conditioning. 

In the 118 homes Kelvinator is building 
in cooperation with utilities in various 
states, year around air conditioning is the 
plan—and the houses are expected to sell 
for around $6,000 apiece, exclusive of lot. 

A purchaser will find himself in an en- 
tirely electrical home—facilities for cook- 
ing, refrigeration, hot water, as well as 
cooling and warming will all come over 
the wire. And this entire service is 
planned to cost the owner not more than 
$180 a year. 

“We are going to see if we cannot 
work out something for the butcher and 
baker before we take care of the banker 
and the broker,” says President G. W. 
Mason of Kelvinator. 

A look at the air conditioning situation 
was what spurred them to action, Kel- 
vinator officials say. In their opinion 
cost, of equipment and operation have 
been too high. Actual air conditioning 
had to be brought within the reach of 
slim purses before the public would actu- 
ally adopt it, it was felt. 

So Architect Ivan J. Dise was called 
in and told to develop a conventional 
house suitable for a family of four. 








Ordinary materials were to be employed. 
Air conditioning was enough of a new 
idea, it was felt. 

The accepted plans provide for a 
variety of exteriors, with the same floor 
plan. Walls and roof carry four inches 
of insulation and awnings are provided 
with the finished house. 

A compact steam plant heated by an 
oil burner is used to warm air which is 
forced through the humidifier to various 
parts of the building. A half ton com- 
pressor provides summer cooling of 8 to 
10 degrees. A _ switch in the kitchen 
control board, when turned to ‘Comfort 
Position,” permits taking in outside air 
and circulating it. This process, similar 
to that of an attic fan is expected to fill 
the house with cool air nights and cause 
a lag in day cooling requirements. 

As mentioned before, it is expected 
that $180 a year will pay for operation of 
air conditioning, hot water, electrical re- 
frigeration, cooking, as well as lights, 
ironing, washing and small appliances. 
This cost is calculated on oil at 64c. a 
gallon, water for the condenser at 20c. 
per 1,000 feet, and electricity at 10c. for 
the first 9 KW hours, 4c. for the next 
50 and 24 for the balance. 

These costs are not estimates but are 
computations from a laboratory house, 
which the Kelvinator Corporation has 
been operating for some time, and which 
is equipped with every necessary record- 
ing device. 

Utility men from all over the United 
States went over the plan March 27. As 
this is printed, hammers are echoing all 
over the country. Before autumn great 
groups of ordinary citizens will have been 
sampled, and actual specimens of air con- 
ditioned homes will exist. 





—5-YEAR FINANCING PLANNED FOR 


NEW YORK REFRIGERATOR SALES 


N.Y.E.A. Sponsor Program with Utility 
Manufacturers and National City Bank 


NEW YORK, N. Y.—A comprehen- 
sive campaign for the modernization of 
existing apartment buildings of low 
rentals through the installation of me- 
chanical refrigeration was annonced to- 
day by the Electrical Association of New 
York, Inc., sponsors of the program. The 
campaign is a cooperative undertaking by 
the leading refrigerator manufacturers 
and their distributors, the several light 
and power companies of the area and the 
National City Bank. 





Briefly, the plan provides for the in- 
stallation of mechanical refrigeration by 
apartment house owners on extended 
terms so low that costs may be defrayed 
from the operating income of the proper- 
ties rather than from capital. Payment 
periods extend up to five years and the 
cost of financing has been reduced to a 
minimum by the joint cooperative efforts 
of the participating manufacturers, dis- 
tributors and light and power companies 
to reduce the credit risk. As a result, the 
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1936 SPECIFICATIONS—FRIGIDAIRE REFRIGERATORS 
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TO DATE 


Correct your copy of Appliance 
Specifications and Directory for 
1936 to include these new re- 


frigeration figures at once 
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1936 SPECIFICATIONS—FRIGIDAIRE REFRIGERATORS 
Paste over the Frigidaire specifications on page 92 
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Electrical 


Merchandising 


330 West 42nd Street, New York City 











financing charges, according to the Asso- 
ciation’s statement, are the lowest ever 
made available for this type of financing 
and are even lower than those provided 
by the Federal Housing Administration. 
The rates vary according to the amount 
and term involved. 

The distributors participating in the 
plan represent the following makes of re- 
frigerators: Coldspot, Crosley, Frigid- 
aire, General Electric, Kelvinator, 
Leonard, Norge, Sparton, Stewart- 





Warner and Westinghouse. As a condi- 
tion to participate under the plan, it was 
required that the manufacturer’s product 
carry a five-year warranty and that the 
equipment conform to prescribed stand- 
ards of performance. 

The credit on sales made under the plan 
will be provided by the National City 
Bank of New York through its Personal 
Loan Department by special arrange- 
ment through the Electrical Association 
of New York with the wholesale re- 
frigerator distributors and with the light 
and power companies. The bank will 
handle the monthly payments in the same 
way it has handled for a number of years 
similar transactions pertaining to pre- 
sonal loans and to F.H.A. moderniza- 
tion loans. 

While the plan at present applies only 
to properties installing five or: more elec- 
tric refrigerators, it is the expectation of 
the Association soon to provide a com- 
panion plan for use in the retail electrical 
field for the sale of major electrical appli- 
ances such as ranges, washers, ironers, 
water heaters, etc. 


60th Anniversary for Guiterman 


NEW YORK, N. Y.—The year 1936 marks 
the sixtieth anniversary of the Guiterman 
Company, foreign sales agents and exporters 
of electrical and household goods, hardware 
and soda fountain supplies, according to P. L. 
Guiterman, president of the company. The 
London branch of the company handles only 
those goods for which they have the sole 
selling right in the United Kingdom. 


Cutler-Hammer Opens Baltimore 
Office 


Cutler-Hammer, Inc., Milwaukee, manu- 
facturers of electric control apparatus, an- 
nounces the opening of a new office in Balti- 
more under the supervision of the Phila- 
delphia District Office. The Baltimore office 
will be in charge of Mr. R. A. Haworth. 


Curtis Lighting 


Curtis Lighting, Inc., Chicago, announces 
the appointment of Harold R. Eldredge, 
formerly Secretary-Treasurer of Curtis Light- 
ing of New York, Inc., as New York Sales 
Manager of Curtis Lighting, Inc., to be in 
charge of all Curtis sales activities in the 
Metropolitan New York District. 


Mr. Eldredge, a native New Yorker, 
associated himself with the old National 
X-Ray Reflector Company (now Curtis 


Lighting, Inc.) in 1913, and since that time 
has been prominent in the lighting industry 
in the New York City area. 


Rex Cole 


Robert Stevenson has resigned as vice 
president, general manager and director of 
Rex Cole, Inc., General Electric distributor 
in the New York metropolitan district. Hav- 
ing aided Rex Cole in the formation of the 
company in 1927, he became vice president 
in 1931. Prior to that he was an executive of 
the Miller Company and the General Electric 
Company. 

Another resignation from the same com- 
pany is that of Peter F. Acer who left his 
position as Apartment House Sales manager 
for Brooklyn. He will assume a similar posi- 
tion in the electric refrigeration department 

| of Crosley Radio Corporation. 
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This big husky Haag 42 has stepped out ahead as a real sales 


champion. It makes a powerful, hard-hitting demonstra- 
tion—it sets a new high standard of washing efficiency— 
it brings far greater speed and safety to wringing—it has 
every feature a woman wants in a washing machine—plus 
an unequaled reputation for quality. 


The 42 is but one of the complete Haag line of electric and 
farm washers. All are equipped with the Multiflush Agi- 
tator. Most come with the Haag Mechanical Hand Safety 
Feeder. Write or wire for details of this and other new 
Haags—get acquainted with the winner! 


HAAG BROS. CO., PEORIA, ILLINOIS 
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Write Today for the Sales Plan on this Profit Producing Line 


VOSS BROS. MFG. CO. 
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Ira Ogilvie has been appointed 
omen sales manager of the Boss 
Washing Machine Company 


New President of the Oil Burner 
Institute is W. F. Brannan of the 
Anchor Post Fence Company. 





New Pasiticns of the Month 
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A single hard knock when you 
are delivering an appliance can 
take all the profit out of the 
sale. A few dollars invested in 
a good upholstered truck, built 
for the job, is your best insur- 
ance against mishaps in han- 
dling and transporting refriger- 
ators and similar appliances— 
as many users will testify 


tins and pr 


Furnished in 2 sizes 


Wo. 200-BRR-10 
With either width nose 


26” 9” 








Don’t Knock the Profit Off 
After the Sale Is Made! 


UPHOLSTERED 


TRUCKS FOR 


REFRIGERATORS 


RANGES 
RADIOS 
KITCHEN 
CABINETS 


Let us tell yeu about Orangeville trecks—trecks with quick-change 

noses—ruggedly bullt and durably epholstered—with patented hand 

operated ratchet to adjust nose to required height—trecks you will 

find in continvows ase—trecks that will save money for you, prevent 

damage to prevent accidents to employees. Write for balle- 
ces 


No. 200-BRR 60” Handles $19.60 
70” Handles $21.00 


Manufacturers of a complete line of floor trucks. 


ORANGEVILLE MFG. CO. 


Orangeville (Columbia Co.) 


~Ss* 
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“IT’S JUST A MATTER OF NOSES” 
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Crosley 


| Thomas W. Berger was named gen- 
| eral sales manager of The Crosley Radio 
Corporation today by Powel Crosley, Jr., 
| president. 

| Mr. Berger comes to the Crosley Ra- 
| dio Corporation with a number of years 
| experience in the electrical appliance field. 
| He was sales manager of the Vacuum 
| Cleaner Company of Cleveland. Follow- 
| ing this he entered the distributing busi- 
| ness in Philadelphia, and for seven years 
| managed the appliance divisions of the 
| Philadelphia Electric Company. He was 
| also chairman of the Merchandising Bu- 
reau of the National Electric Light As- 
| sociation for two years. Prior to joining 
| Crosley he was president of the Prima 
Manufacturing Company of Sidney, Ohio. 


May Oil Burner 


A recent announcement by A. J. 
Fleischmann, President of the May Oil 
Burner Corporation of Baltimore, ad- 
vances E. Lyell Gunts to the post of di- 
rector of sales. Previously serving as 
publicity and advertising director, Mr. 





Gunts will continue this work in connec- | 


tion with his new position. 

Mr. Gunts brings to the Sales Depart- 
ment a wealth of experience previously 
| acquired in the advertising and specialty 
fields. Twice President of the Advertis- 
ing Club of Baltimore, he has also served 
as vice-president of the international as- 
| sociation. Mr. Gunts’ immediate plans 
call for an expansion of May’s distribu- 
tion into new territories and a strengthen- 
ing of existing outlets. Special emphasis 
will be put on the oil furnace and the 
air conditioning equipment recently made 
|a part of the May line of products. 


Oil Burner Institute 


At the 1936 Convention of the Oil 
Burner Institute, W. F. Brannan, presi- 


W. M. DeWitt, former domestic 
advertising and sales promotion 
manager for Kelvinator has joined the 
Apex Electrical Mfg. Company as 
| manager of the Refrigeration Division 








dent of the Anchor Post Fence Company, 
was elected President to succeed W. J. 
Smith. 

Mr. Brannan’s interest in the oil burner 
industry is shown by the fact that he is 
responsible for his Company entering the 
business through the manufacture of the 
Fluid Heat oil burner at the Company’s 
Baltimore factory. 


G-E Radio 


T. Phil Begy, who has been associated 
with the radio industry since its incep- 
tion, has joined General Electric as dis- 
trict radio specialist for the Buffalo terri- 
tory, it has been announced by R. J. 
Cordiner, manager of the Radio Division, 
Bridgeport, Conn. 

Mr. Begy was formerly sales man- 
ager for the Grunow factory branch at 
Buffalo, and earlier helped to pioneer the 
radio lines of Philco and Stewart Warner. 


Boston Edison 


The Directors of The Edison Electric 
Illuminating Company of Boston today 
elected Thomas H. Carens as vice presi- 
dent in charge of the public relations ac- 
tivities of the company. 

Mr. Carens has been associated with 
the Edison Company for the past year as 
Assistant to Frank D. Comerford, who 
became president of the Edison Company 
in February, 1935. For the preceding 
five years Mr. Carens had been assistant 
to the president of the New England 
Power Association, and for the last year 
has had the title of assistant to the chair- 
man of that organization. He has re- 
signed his position in the New England 
Power Association and will devote his 
full time to his duties in the Edison 
Company. 


Mrs. Fath M. Richards is the newly- 
appointed manager of the home 
economics department of Fairbanks 
Morse home appliances. She has 
had many years experience. 
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Thomas H. Carens has been made a 
vice president of Boston Edison in 
charge of public relations 


Apex 


W. M. DeWitt, new manager of the Re 
igeration Division of The Apex Electrica 
fanufacturing Company, Cleveland, Ohio, 
egan his career with the Georgia Power 
mpany as a salesman of commercial re- 
figerators. Later he was promoted in this 
ume organization to district sales supervisor 
charge of merchandising of appliances in 
‘orth Georgia. 

Three years later Mr. DeWitt joined The 
felvinator Corporation of Detroit as field 
representative, spending much of his time as 
tail sales instructor. Shortly thereafter he 
as promoted to district manager with head- 
uarters in Indianapolis. He was later trans- 
stred to the southeastern district with head- 
uarters in Birmingham, Alabama. 

In 1934 Kelvinator promoted him to the 
sition of manager of domestic advertising 
ad sales promotion. He resigned this posi- 
n to join The Apex Electrical Manu- 
pcturing Company. 


General Electric 


Announcement has been made by G. J 
hapman, manager of the specialty appliance 
les division of General Electric Company’s 
ppliance and merchandise department, to 
e effect that J. M. Walker has resigned as 
he division’s New York district manager to 
ccept the position of general sales manager 
f Rex Cole, Inc., New York distributors for 
beneral Electric refrigerators and other home 
lectric appliances. 

A. O. Anderson, who has been engaged in 
epartment store sales activities for the 
ivision, succeeds Walker as New York dis- 
rict manager. 

At the same time it was announced that 
Lawrence Jennings has been appointed eastern 
Manager for the central station sales activi- 
hies. 


Kansas City P & L 


Joseph F. Porter, Jr., for the past two years 
rice president and general manager of the 
lowa City Light & Power Company, returns 
0 Kansas City, Mo., as vice president in 
Fharge of sales for the Kansas City Power & 
Light Company. In his new position, Mr. 
Porter, son of Joseph F. Porter, president of 
fhe company, succeeds the late C. F. Farley. 





Harold R. Eldredge, formerly secre- 
tary-treasurer of Curtis Lighting in 
New York has been appointed sales 
manager in charge of all sales in the 
Metropolitan district 
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TEAMWORI 


The 


FIRST STOKER 


* 
J 


to have Completely Coordinated 







Pilot fire cannot overheat 
home and waste fuel. 


5 Frequencies instead of 
the customary one or two. 


Heat Arnticipator co- 
ordinated with other con- 
trols to prevent consecu- 
tive action of both Ther- 
mostat and Timer operat- 
ing on “kindling.” 




















Air Flow directly co- 
ordinated with feed for 
maximum combustion effi- 
ciency. 








Low-Speed Motor (300 
r.p.m. as contrasted to 
3600 r.p.m.) with Sap- 
phire jewel bearings—for 
quieter operation and 
longer life. 


Hermetically sealed Timer. 















Completely enclosed 
Control. Dustproof. Dirt- 
proof. 





Switch and _ line-discon- 
nect box and fuse recep- 
tacle built in. You also 
save expense of sub-panel 
wiring. 





* A far quieter—longer- 
lived—more durable — 
Control. 
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5-WAY CONTROL 


The rapidly growing stoker industry takes 
another great step forward with the perfection 
of the exclusive new Whiting Heat Control. It 
is the first time that five vital factors of stoker 
efficiency have been successfully teamed up 
together. As a result there is far less overheat- 
ing with consequent fuel economy—steadier, 
more even room temperatures—and easier, less 
expensive installation and service. 


The new Whiting Heat Control has been so uni- 
fied and simplified that anyone, even the home 
owner himself, can adjust it quickly and easily 
to any one of five different adjustments and 
positively coordinate these following operations: 


(1) Transmission 
Feeding Speed 


(4) Length of Pilot 


Feeding Time 


2) Air S 1 (5) Heat Anticipa- 
a tion (Thermo- 
(3) Frequency of stat Circuit 

Pilot Fire Action Breaker ) 


Then, regardless of the feeding speed selected, 
both stoker and controls operate as a single, 
harmonious unit. All these five operating fac- 
tors are directly co-related. One phase of opera- 
tion cannot be out of step with another. And 
the adjustments are so easily made, without 
tools, that service calls will not be necessary. 


Dealers and home owners will also be glad that 
Whiting alone is responsible for both stoker 
and control. There is now undivided re- 
sponsibility of one responsible maker. Exclusive 
with Whiting—this new control cannot be 
obtained with any other stoker. 


What will all this mean to Whiting dealers? 
Better satisfied customers. Greater sales. Lower 
installation costs and service expense. This is 
the sort of Teamwork that pays you the largest 
profits! 


Underfeed Stoker Division, WHITING CORPORATION, 
15606 S. Halsted St., Harvey, Ill. 


We are dealers in 
Send the facts regarding the Whiting Stoker. 
NAME 
ADDRESS 
CITY 


STATE 
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MONARCH Refrigerators 


VMalleable Iron Range Co., 
Beaver Dam, Wis 


Models: Monarch “Humid-A-Kold” 
air conditioned refrigerators R9D, 
R7D, R4D and RSD. 

Capacities: 7, 6.7, 4 and 5 cu.ft. net 
food capacity respectively. 

Description: R9D equipped with 
vegetable storage drawer, finger 
touch bar type door release; all 
models except R4D equipped with 
automatic interior light; R9D and 
R7D available in ivory-tan or all 


PROCTOR Roast-Or-Grille white Dulux exterior; R4D and 


Py tor <« Schwartz Electric ( 





Device All-purpose electric cooker 

Description: Broiler in lid makes it 
possible to broil or grill steaks, 
chops, etc.; lid tilts back on hinge 
or lifts off free of hinge; single 
knob controls cooking and warming 
temperatures, an off-switch con 
trolled at one point with Glow Cone 
signal to tell when proper cooking 


temperatures are reached: grille is 





separate element, easily removable ; 


aluminum insert pans with grille and e ; , 
, P is R5D all white Dulux exterior; 
baking rack with adjustable legs; 


; porcelain interiors; all models 
handy pan lifter; drip-back rim; ; : : 

“ 4 : equipped with automatic tempera- 
Bakelite handles - ° 

ture and defrosting control and 
“Humid-A-Kold” air conditioning 
evaporator which automatically 
maintains necessary moisture in 


Price: Roaster $18.95, Grille $2.50, 
Insert pans $3.55; complete unit, 
$25.00 Electrical Merchandising. 
June, 1936 
, storage compartment prevents dehy- 


v dration of foods.—Electrical Mer- 


chandising, June, 1936. 
Vv 


FAIRBANKS-MORSE 
Air Conditioners 


Fairbanks, Morse & Co., 160 Varick 
St., New York City 

Models: Six “OrthO-ClimE” cooling 
and dehumidifying air conditioners: 
window unit (612); ceiling units 
(736, 715); floor unit (624); wall 
type (824); for use in homes, of- 
hices, stores. 

Description: Model 612 may be lo- 
cated under window or along wall; 
connection for outside air duct pro- 
vided at small extra cost; Uni-flo 





ADCO AERIET 
Air Conditioner 


Aw Devices Corp 210 S Clark St., type grille; blower unit equipped 
uA i with resilient mounted motor with 
Device: Model “A” air-cooled port double shaft extension, delivers 390 
able window unit c.i.m.; consumes 80 watts; cream 
Descridtion: Will air condition anc enamel cabinet stainless steel trim. 
room, 1,600 to 2,000 cu.ft.: ton Ceiling models 736 and 715 may 
refrigerating capacity; major units also be installed on entrance door or 
consist of 4 h.p.. non-radio inter window deck; cream enamel cabi- 
fering, heavy-duty refrigeration type nets; bottom of cabinet acts as drip 
motor; Adco V-8 silent compressor ; pan to receive condensate; flange 
expansion coils; Rotor type air im with tapping for 1 in. pipe at bot 


tom; No. 736 equipped with 2 dis- 


lles, No. 715, single grille 


peller; reservoir filler opening and 


yr} 


gauge for outdoor evaporative water narge 


supply ; 1/20 h.p. motor with fan for Floor model 624 finished in 2-tone 
dissipating heat generated by com- grained walnut with ebony base; 
pressor and main motor mechanism; hinged sound deadening cover; 2 


high-efficiency ondenser coil: ex- discharge grilles on top of cabinet: 


terior heat exhaust vent grilles; 





drawer with filtering element remov 
’ 





able for cleansing; com 


ynatior 







high pressure cut-out and motor 
overload protection switch no 
plumbing needed, simply placed in 





window with side panels adjusted to 





fit; plugs into wall outlet; steel 





cabinet enamel finished in choice of 






pleasing tones 
Price: $350.—Electrical Merchandis 


y 


img, June, 1936 
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blower unit consists of 2-9 in. squir- 
rel cage blowers; 2-speed motor; 
permanently attached filter; heating 
coil available on order. 

No. 760 unit adaptable for installa- 
tions requiring from 4 to 6 tons 
cooling — motor mounted outside 
cabinet, consequently model is not 
suited for installation in conditioned 
space where appearance is important. 
Wall unit No. 824 can be mounted 
behind partition, flush with wall or 
flush with shelving; drip pan and 
drain flange in bottom of cabinet; 
intake and discharge grilles on front 
panel; 2-9 in. blowers; 2-speed mo- 
tor; no filter with this model. 

All models equipped with copper 
tubing cooling coils, } in. diam.; 
Freon refrigerant; if available, ice 
water or cold water (under 50°) 
may be used as refrigerant; expan- 
sion valve furnished with all Freon 
units. 

Central plants of horizontal and 
vertical type also included in line. 
—Electrical Merchandising, June, 
1936. 


v 





AIRTEMP Air Conditioner 


Airtemp, Inc., 8021 Conant Ave., 
Detroit, Mich. 


Model: SC50X self contained unit. 
Description: Grain walnut. cabinet 


equipped with inlet and _ outlet 
grilles and manual control switch; 
} h.p. compressor motor; 1/40 h.p. 
fan motor; fan speed 1,550 r.p.m.; 
Freon refrigerant ; high pressure au- 
tomatic cut-out controls; capacity 
6,600 B.t.u. per hr.—Electrical Mer- 
chandising, June, 1936. 


v 


eas 





CONTINENTAL 
Air Conditioner 


Continental Motors Corp., 
Detroit, Mich. 


Model: “Aquadaire” portable air con- 


conditioner for homes and offices. 


Description: Humidifies and washes 


air; removes soot, smoke, dust and 
pollen; deodorizes; designed to air 
condition 3,000 cu. ft. or air content 
of a medium sized living room. 


Price: $13.50 East of Rockies.—Elec- 


trical Merchandising, June, 1936. 
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APEX Washer 


Apex Rotarex Corp., 1070 E 
152nd St., Cleveland, O. 


Model: No. 215 Spin Dry washer 
Description: Equipped with Ap 


double dasher—washes gently 
hands a handful of silks or wh 
family wash; scientifically co 
structed spin dryer dries tubful 
clothes in 2 minutes, the manuia 
turers claim; sterilizing rinse driy 
hot or warm filtered water into r 
volving spin dryer to sterilize a 
rinse clothes; grounded filler h 
fills tub; tub lid cannot be op 
when spinner is revolving; aut 
matic pump fills and empties tul 
white porcelain tub with washboard 
sides. — Electrical Merchandising 
June, 1936. 





v 


WESTINGHOUSE 
Water Heaters 


Westinghouse Electric & Mfg. ( 
Mansfield, O. 


Models: 5 new square water heaters 
added to original 40 gal. square 
model to make “Empire” line. 

Description: 30, 52, 66, 80 and 12 
gal. capacities; square type casing 
allows heater to set flush with walls 
and cabinets of modern all-electric 
kitchens; white Dulux finish; in toy 
cover 1% in. knockout has been pro- 
vided for temperature relief valve 
installation ; all wiring and plumbing 
connections made at bottom of heat- 
er; toe space provided in front base 
panel; equipped with positive act- 
ing thermostat; when heater 
equipped with 2 Corox units 2 ther- 
mostats (one for each unit) are 
used, upper thermostat is double 
throw type, lower, single throw 
type; 2-unit heater may be wired s 
that separate metering is possi!) 
with demand-limiting feature whi 
prevents simultaneous operation of 2 
elements. Thermostats permit 13 
to 190 deg. temperature adjustment 
available with galvanized copper- 
bearing steel or Monel Metal tanks 
3} in. shredded redwood bark insu- 
lation. — Electrical Merchandis 
June, 1936. 
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or 12. Volt 


Aa 


THE 


PIONEER 


AT THE LOWEST 
PRICE EVER 
OFFERED 


Here’s a NEW way to BIG profits! 
Sell the lowest priced gas electric 
plant ever offered! 


200 watts 6 or 12 volts—the new PIONEER “Cub” is a REAL 
VALUE! And every farmer wants electricity on his farm! It 
will operate a lighting system—charge radio, auto and truck bat- 
teries. It will drive small machinery mechanically! The first 
practical LOW COST FARM LIGHT PLANT! 

























_ 


RED by “SMOOTHFLO” | 
WUSON ENGINE 


FOR 45 YEARS, A LEADER IN 















at- THE QUALITY GAS ENGINE FIELD 
we ‘ ALE A FATTO SETI 
Portable, light weight Lauson —air cooled—runs on ball bearings— 
“Smoothflo” gas engine — sturdily quality construction throughout! 
ws built—furnishes compact, reliable The LAUSON engine is the per- OTHER PIONEER PRODUCTS 
“ power for gas-electric plants, washers, fect light weight portable power 
os water systems, power lawn mowers. plant! There’s a big profit for ee ee ov: maven oe with pers rien: 6, 12 
hle , /f P , “ volts— watts volts— watts 12, 32, 110 volts— 
This powerful 5/8 H.P. engine will dealers! Wherever dependable, eco 250 watts DC. “Blue Diamond”: 906 wetts tie vite AC “Gale. 
W operate 16 hours on one gallon of nomical, portable power is required Crown”: 32 volts 800 watts D.C.; 110 volts A.C. 600 watts 1,000 or 
gasoline. Counter balanced crankshaft —specify the LAUSON gas engine. 1,500 watts, A.C. or D.C. Complete line of PIONEER dynamotors, 


converters, and Gen-E Motors 





LAUSON ENGINES 
ARE IDEAL PRIME 
MOVERS 


There’s a myriad of uses for these 
unique Lauson Engines. They’re made in 
a variety of sizes and types—an efficient 
a for every need! Air cooled Mod- 
els from % to 3 hp.; Radiator Cooled 
Models from 2% to 5 hp. (all vertical) 
and the horizontal types ranging from 
1% to 18 hp. All of them are efficient 
and economical to operate and have a 
LOW FIRST COST! Write for infor- 
mation TODAY! Send in the coupon 
NOW! 


300 WATT 110 VOLT AC PIONEER 


Blue Diamond 


GAS-ELECTRIC PLANT 18 
The Lowest Priced ‘“‘City” light plant $ 
ever offered. Operates standard AC 

“City” appliances. Also has DC wind- 

ing for charging 6-volt batteries. Amaz- 

ing economy—rock bottom price—yet a 

ig profit for dealers! Write for full LIST 
nformation TODAY! 














THE LAUSON COMPANY 
No. 7 Monroe St., New Holstein, Wis. 


Send me complete information on the LAUSON Gas Engine ie THIS MAIL THIS 


Line. 


Name COUPON COUPON Name 
Address TO DAY TO DAY Address 


PIONEER GEN-E-MOTOR CORP. 
464-H West Superior St., Chicago, Ill. 

RUSH FULL INFORMATION ON PIONEER “CUB” AT 
ONCE! 











City City 
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COROZC 


The Coroz 


Device: Po 
225 Ibs. ; 











AUTOMATIC Washers 


{utomat Washer Newt 


equipped 

ty wringer; 6 is 62 equippe 

with invertil Duo-D agitator 

W 1 may be used two postions 
down for washing usual loads 

and up for blankets, quilts, et 59 

equipped with 3-high-wing agitator 


All tubs except No. 47 are corru 
gated Ivory porcelain; 47 has green 


tub a mode have motor 


locking device 

asters and Stokes’ patented bal 

bearing drive Water pump avail 

able on all mod All models ex 

ept 61 can be equipped with Briggs 
, 


& Stratton engine Electrical Me 
ha lising June, 1936 





PROGRESS Cleaner 


ress Vacuum Corp., 1814 F 
40th St., Cleveland, O 
Vodel: No. 9 
Description: Mechani and dust bag 


ntained in cylinder; attachments 
consists of large nozzle tor carpet; 
clip-on felt shoe for waxing and 
polishing; small nozzle for uph 

tery, furs, etc.; radiator nozzle; 
round brush for moldings, lighting 
fixtures, et large brush for hard- 
wood and linoleum floors; demoth 


ing vaporizer; sprayer for shampoo 


Price: Complete with all attachments, 


$49 95 Electrical Merchandising 


June, 1936 








v 
HOTPOINT Range 
General Elects ippliance ( 
ll ; ! Ci 
RA 158. automat Dinett 
| tment ( i 
escrif ’ st € apart 
nent kitche traight sides fit flu 
igainst a ace! al et toe-rece 
ise flush ba l-piece rcela 


ing rugs, spraying paints, insect 
cides, et 1 lb. can demothing 
crystals 75 bottle shampooing 
fluid 75c.; pine or eucalyptus oil, 
Stk 


cooking top and back splasher; full 
sized oven equipped with single 3,000 
watt open coil unit of new design— 
quick heating—fast broiling below 
unit; 2 sliding oven shelves with 
stop; porcelain broiler pan with 
wire rack; porcelain drip tray; hy- 
draulic type oven temperature con- 
trol; 3 Hi-speed Calrod standard 
surface units; furnished for connec- 
tion to 115/230 volt single phase 
circuits; may be arranged for con- 
nection to 120/208 volt 3-phase 4- 
wire circuits by substituting 200 
volt oven units. — Electrical Mer- 
chandising, June, 1936. 





v 
ONE MINUTE Washer 
( ‘ Vinute Washer Co Newton, 


- 360 


ription Giant Hi-vane double 
bearing aluminum agitator; 21 gal. 
porcelain enamel tub; convenient 
auto-type control lever; 4 hp. West- 
inghouse motor mounted in rubber; 
synchro-mesh gear assembly ; Lovell 
safety wringer with new bar release, 
convenient reset lever, De Luxe 
feed apron; 2} in. balloon rolls.— 
Electrical 
1936 


VM erchandising, June, 





ELECTROL Air Conditioners 


Electrol Inc., 934 Main Ave 
Clifton, N. J. 


Models: 4 types: Direct Fired Fur- 
nace conditioners; RC unit room 
wlers; Split-System conditioners : 
and Electrol blower units for warm 
air turnaces 


lescription: DF Direct Fire Furnace 
onditioner—an automatic oil fired 
warm air furnace with means for 
summer air conditioning—heats air 
and automatically maintains tem- 
perature as set; cleanses air with 
renewable filters ; circulates by 
neans of motor-operated blower; 
umidifies with patented spray de 
e; fired with Electrol automatic 
| burner; available in 4 sizes en- 
sed in modernistic jacket 


RC self-contained room coolers for 
de-humidifying, cleansing, circulat- 
ing and cooling one room; equipped 
with oscillating type fan; refrigerat- 
ing mechanism is independent of 
rest of machine and may be switched 
on or off; water piping and electri- 
cal circuits required for installation. 
Split-System conditioners for use 
with steam or hot water heating 
plants already installed; one or more 
rooms may have radiators removed 
and grille and ducts installed in 
rooms to be conditioned; consists of 
blower unit containing circulating 
fan, air filters, humidifier and heat- 
ing coil. 

Blower units for use with warm air 
furnaces already installed are simple 
and economical in operation; fan 
draws air through filter and circu- 
lates warm, clean, moist air evenly 
through house; humidifying spray 
located in jacket of furnace ; amount 
of moisture injected into air is au- 
tomatically governed by a Humitrol 
located in living room.—Electrical 
Merchandising, June, 1936. 





TRUPAR 
Pumps G Water Systems 


T'rupar Inc., Dayton, Ohio. 

Device: Model 255-V-2 Shallow Well 
water system for summer homes or 
where water requirements do not 
necessitate large pumping capacity. 

Description: Pumping capacity 250 gal. 
per hr.; sectional construction char- 
acteristic of all Trupar shallow well 
pumping units; valves and other 
working parts easily accessible ; com- 
plete with automatic pressure control 
switch, relief valve, automatic air 
volume control for pneumatic pres- 
sure tank; pumps on both strokes of 
reciprocating piston which is driven 
by eccentric drive; lubricated by 
splash lubricating system. New 620 
Deep Well Pump and a new water 
softener model which incorporates 
the “Truflo” master valve control 
which simplifies water softener re- 
conditioning has also been added to 
the Trupar line. 

Price: $56.—Electrical Merchandising, 
June, 1936 


TRUPAR 
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dinary si 
fies; eq! 
signed sf] 
of poller 
tractive 
in.—Elec 
1936. 





MILLER Clocks 


Herman Miller Clock Co., 
Zeeland, Mich 
Models: No. 6362 and No. 6363. 
Description: Model 6362, Harewood 
case, polished chromium plate top 
and bottom; black dial background 
with chrome hands; curved glass 
face has markers etched in glass . 
with mirror border; 5 in. high, 8 in 





wide, 24 in. deep. The Estat 
Model 6363, Honduras Mahogany Models: ( 
case; black dial background with 564. 
chrome hands; curved glass face Surface B 
with numerals etched in glass with with 2- 
mirror border. 1,500 bg 
Both models equipped with self- units ; , 
starting time movement. — i. 
Price: $10 each—Electrical Merchan- broiler 
dising, June, 1936. ise: All 
top; M 
7 464 occ 


MONARCH 
Combination Ranges 


Malleable Iron Range Co., 
Beaver Dam, Ws. 


Models: HR47J combination rang: 
and room heater, and 4720T and 
4720W combination range and 
water heaters. 

Description: Electric portion § eac! 
model equipped with 4. standard 
Monarch “Hi-Efficiency” units; 17 
in. “Floating Heat” oven controlled 
with automatic illuminated dial tem 
perature control. 3uilt-in room Model: 











heater in model HR47J is operated in. floc 
by burning coal, wood or other hard pecial 
fuel; heater is centered in left-hand C-464 
compartment with heating flue o1 hand |] 
dial 
drawe! 
per s 
equipp 
back ; 
trol; 
Electr 
ment. 
No. ¢ 
with | 
top ceé 
with s 
le g ba 
No. C 
or ivo 
No. ¢ 
either side so maximum heating su! left-hz 
face is available; cold air draw single 
from floor is carried through heat ent-ur 
flues and out through top grill; 0 and pe 
cupies 344 in. floor space. sil di 
20 gal. storage type elctric heat: vith 
in models 4720T and 4720W is en mpi 
cased in heavily insulated compart enam« 
ment, automatically controlled 1 r wi 
temperature; may also be automat No. § 
cally timed to meet special wat stand: 
heating rate conditions; occupies 4 ment 
in. floor space; porcelain enamel fi - sp 
ish, white or ivory-tan.—Electri: safety 
Merchandising, June, 1936 trical 
ELEC’ 

















COROZONE Air Conditioner 


The Corozone Air Conditioning Corp., 
Cleveland, O. 

Device: Portable cooling unit; weighs 
225 lbs.; capacity for cooling or- 
dinary sized room; cools, dehumidi- 
fies; equipped with specially de- 
signed spun glass filter for removal 
of pollen, dust, etc.; housed in at- 
tractive walnut cabinet, 32x32x18 
in—Electrical Merchandising, June, 
1936. 





i 
ESTATE Ranges 


The Estate Stove Co., Hamilton, Ohio 
Models: C-464-58, C-464, 464, C-564, 
564. 

urface Burners: All models equipped 
with 2-64 in. 1,000 watt, 1-8 in., 
1,500 watt and 1-9 in. 2,000 watt 
units; ovens equipped with 1,000 
watts upper and 2,400 watts lower; 
broiler unit 2,000 watts. 

ize: All models, 364 in. to cooking 
top; Models C-464-58, C-464 and 
464 occupy 44x29i in. floor space; 





Models C-564 and 564, 394x292 sq. 
in. floor space. 
pecial Features: Model C-464-58, 
C-464 and 464 equipped with left- 
hand Estate Balanced oven; single 
dial oven control;  waist-high, 
drawer-type, broiler; salt and pep- 
per shakers; C-464-58 and C-464 
equipped with De Luxe mantle 
back; EA Time-Estate time con- 
trol; pedestal base; model B-47 
Electricooker in utensil compart- 
ment. 
No. C-464-58 black enamel finish 
with Monel metal top covers and 
top centerpiece; No. 464 furnished 
with standard mantel back, standard 
leg base, no cooker or time control. 
No. C-464 and 464 finished in white 
r ivory enamel. 
No. C-564 and 564 equipped with 
ft-hand Estate balanced ovens; 
single dial oven control; independ- 
ent-unit broiler in top of oven; salt 
id pepper shakers ; waist-high uten 
1 drawer. No. C-564, equipped 
ith B-47 Electricooker in utensil 
mpartment; available in black 
enamel with Monel metal top covers 
r white or ivory enamel 
‘0. 564 has standard mantel back; 
andard leg base; utensil compart- 
ent; white or ivory enamel finish 
spring-hinged top covers with 
safety switch on all models.—Elec- 
ical Merchandising, June, 1936. 








NATIONALLY RECOGNIZED because 
» IT’S NATIONALLY ADVERTISED 


Le 
le 4 
UY y 


GENERAL 
ELECTRIC 


Here’s a great combination — and a real bargain — 
a brand-new G-E Hotpoint Iron with remarkable 
improvements that you’ll find in no other iron—and 
with it comes (for a brief introductory period only) 
a valuable ironing-board pad and cover, that will 
give long and useful service. 


A dozen special features make this new iron one 
of the greatest values ever offered by G.E. Fully 
automatic, with heat-control dial to regulate tem- 
peratures for different materials. Practically ever- 
lasting Calrod heating element. 5 pounds in weight, 
it is one pound lighter than the average iron. Its dur- 
able Textolite handle has a comfortable thumb rest 
for easier ironing. Double button nooks for ironing 
under and around buttons. Two handsome models 
—the Heat-O-Matic— 800 watts; and the Speed-O- 
Matic — 1000 watts. Both are beautifutly finished in 
gleaming, extra-heavy Chromeplate. 


1000-watt Iron - - - = = $7.95 

lroning-board pad and cover - .75 

Regular Value - - - - - $8.70 
SPECIAL INTRODUCTORY PRICE $7.45 


800-watt Iron - - - - - $6.95 
Ironing-board pad and cover - 175 
Regular Value - - - - - $7.70 

SPECIAL INTRODUCTORY PRICE $6.45 








This valuable ironing-board pad 
and cover will give long and use- 
ful service. The pad is made of 
thick heat-resistiny; felt. The cov- 
er is made of durable fabric. 








Better Homes & Gar- 
dens and McCall’s 
will deliver the an- 
nouncement of 
General Electric 
Hotpoint’s new Iron- 
ing Set to your cust- 
omer. See your near- 
est General Electric 
Hotpoint Distribu- 
tor TODAY. Place 
your order now, to 
enable you to profit 
by this advertising. 


GENERAL @ ELECTRIC 





APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
AAMAS REARS eR 





ELECTRICAL MERCHANDISING—JUNE, 1936 





PAGE 63 














SENSATIONAL NEW HEALTH | 
APPLIANCE FOR | 
RELIEVING HAY FEVER SUFFERERS 


DEPOLLENIZES AIR 


The Chandler DEPOLLEN-AIRE is a sen- 
sational new electrically operated room 
depollenizing air filter for relieving pollen- 
causative Hay Fever. igned to supply 
adequate volume of fresh, pollen-free air 
at all times 


EXPERIENCE PROVES 
RESULTS 


Installations have been made in widely 
varied room conditions Amazing results 
show fast, positive relief to Hay Fever suf- 
ferers while in DEPOLLEN-AIRE equipped 
room. Letters available from reliable satis- 
fied users. Certified laboratory teste show 
DEPOLLEN-AIRE is 99.92% efficient. 


THOUSANDS NEED IT 


There are thousands of potential customers 
for this appliance in Hay Fever regions. 
Ideal for bedroom installation. Enables 
user to get full night's sleep in room free 
of irritating pollens. No air pressure cre- 
ated in room Stale room air constantly 
exhausted 





NO INSTALLATION COST 


DEPOLLEN-AIRE is shipped completely assem- 
bled with variable speed fan and filters. Fits in 
any lift sash window 25” wide or larger. No 





EASILY MERCHANDISED 





Attrac tive es 1 compact, ns DEPOLLEN Ans screws or bolts to mar wood finish. Easily in 

AB CnSiiy Geepeaye’ © gees scvensage. sitio e stalled in very few minutes. Plugs into any 
a eyo - . aan car i oy —— standard socket. Operates successfully in any or 
‘ sales a ‘ - 

Seven Ghatienn. Det F general consumption dinary sized bedroom, office, den, living room, etc. 


WRITE FOR COMPLETE DETAILS | 


rorey,”,\-7-V. ba | 
PIDS,IOWA 


e 
Attractive operative advertising program 

















WANTED 


ELECTRIC RANGE 
SALES MANAGER 


@ One of the largest electric appliance manu- 
facturers is contemplating entering the electric 
range business. 











A Sales Manager who has had experience which 
will fit him for heading this business—estab- 
lishing distribution, building dealer and sales- 
man organization, and creating an aggressive 
sales promotion program—is wanted. 














Applications will be kept in strict confidence. 
Only applicants who have A-1 qualifications will 
be considered. 


Address Box 566, Electrical Merchandising 
330 W. 42nd St., New York, N. Y. 
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HAAG Washer 


Haag Bros. Co., Peoria, Ill. 

Model: 92 Haag Vortex Twin-tub 
washer. 

Description: Extra large capacity, two 
224 in. corrugated porcelain tubs; 
Haag Multiflush 4-vane agitator 
with high wings in each tub; may be 
operated individually or simul- 
taneously; adjustable in height to 
regulate tub clearance. Massive cast 
iron wringer with self-equalizing 
tension, oilless bronze bearings, 23 in. 
balloon rolls, equipped with Haag 
mechanical hand safety feeder, which 
feeds rolls automatically. Enclosed 
mechanism; 2 h.p. rubber mounted 
motor; also available with Briggs & 
Stratton 4-cycle gasoline engine. 
Apple green finish with grey trim.— 
Electrical Merchandising, June, 1936. 


v 





BUFFALO Attic Fan 


Buffalo Forge Co., Buffalo, N. Y. 
Device: “Breez-Air” attic fan. 
Description: Available in 3 sizes : 30 in. 

fan for average home; 36 in. fan for 
larger homes; 42 in. fan for business 
places; 30 in. fan capacity sufficient 
to give 24 air changes per hr.; easily 
installed in attic; fan pulls hot air 
from rooms below and discharges it 
through attic windows or grills; 
bearings and motor mounted in 
rubber; V-belt drive; steel mounting 
boxes available for installation. — 
Electrical Merchandising, June, 1936. 





UNIVERSAL Oven-Roaster 


Landers, Frary & Clark, New Britain, 
Conn, 
Device: Automatic, heat-controlled 
oven-roaster No. E9985. 
Description: Large aluminum cooking 
well, 154 in. long, 11 in. wide, ca- 
pacity 8 qts.; one aluminum inset 





Review af 


pan 7$ in. long, 104 in. wide, ca- 
pacity 5 qts.; 3-piece aluminum 
cooking set; porcelain enameled 
heating well; unit element on sides 
and bottom, 1,000 watts, 110-129 
volts, a.c. only; temperature auto- 
matically controlled by thermostat 
and maintained at desired heat as 
indicated on dial by control knob: 
signal light indicates when roaster 
has reached proper heat by flashing 
off ; wire trivet rack. 

Price: $16.95.—Electrical Merchandis- 
ing, June, 1936. 


MARION Range 


Rutenber Electric Co., Marion, Ind. 

Model: R-44-C Marion range. 

Surface Burners: 4 open type surface 
units: 2,000, 1,500, 1,000 and 660 
watts; broiler units 2,000; baking 
unit 1,600; cooker unit 550 watts. 

Size: Floor space 434x254 in. height 
to cooking top 36 in. 

Description: 2 ovens each 14x16x19 
in.; high-heat oven has broiling and 
baking units; low heat oven for 
keeping food warm; Hart hy- 
draulic temperature control; pilot 
light; Marion clock and timer; Bi- 
Rotary switches provide finger-tip 
control for all cooking operations; 
cool work table; towel rack at each 
end; porcelain finish —Electrical 
Merchandising, June, 1936. 


SPIC-SPAN Library Cleaning 
Equipment 

Electric Vacuum Cleaner Co., /) 
1734 Ivanhoe Rd., Cleveland, 0 

Description: Consists of 5-ft. flexible 
extension hose and a fibre extension 
tool that fits into flat, 4 in. brush; 
flexible extension hose makes every 
shelf easily accessible; soft, 1-10 
bristles stir up dust from books and 
shelves and powerful suction whisks 
it into bag. 

Price: $18.95 complete with Premuer 
Spic-Span.—Electrical Merchandis- 
ing, June 1936. 
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STANDARD Range 
The Standard Electric Stove Co., 1712 
N. 12th St., Toledo, O. 
Model: 1445TA. 
Description: Furnished with either 3 or 
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She—‘V’ll be using this appli- 
ance constantly, will it give 
me good service?” 


Dealer—“Yes, indeed. You are 
assured of the utmost satisfac- 
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WAYNE Air Conditioner 


Wayne Oil Burner Corp., 
Fort Wayne, Ind. 

Device: Wayne air conditioning fur- 
nace. 

Description: Washes, filters, warms, 
humidifies, circulates air ; completely 
automatic; complete in one unit— 
furnace, burner, fans, humidifiers 
and filters, all under one modern 
streamlined casing; gray enamel 
with chromium trim; provides 15,- 
000 sq.in. heating surface; heat is 
always under control—burner oper- 
ates only when heat is needed.— 
Electrical Merchandising, June, 
1936. 
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nd i CHROMALOX Tumbler Heater 
for Edwin L. Wiegand Co., 7500 Thomas 
hy- Blvud., Pittsburgh, Pa. 

pilot Description: Small immersion heater, 
Bi- 115 volts, 350 watts; suitable for 
r-tip heating water in glass tumbler or 
ons other container; nickel-plated cop- 
each per housing; on-off switch mounted 
rica on extension cord; available in sev- 


eral shapes and sizes for use in 
laboratories, offices, barber shops, 
etc.; 6 ft. rubber covered cord and 
attachment plug.—Electrical Mer- 
chandising, June, 1396. 


v 
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SUNBEAM Clothes Sprayer 


Chicago Flexible Shaft Co., 
5600 Roosevelt Rd., Chicago, Il. 
Device: Automatic clothes sprayer 
provides scientifically correct way 
of dampening clothes—uniform dis- 
tribution of moisture at touch of 
finger makes it possible to bring 
clothes off line, spray them and 
start ironing immediately; sold in 
combination with Sunbeam Double- 
Automatic Ironmaster. — Electrical 
Merchandising, June, 1936. 











Price: 
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4 burners ; had recessed switch panel ; 
stainless cooking top; large 1-piece 
balanced heat oven; completely auto- 
matic. 

3-burner, $93.50; 4-burner, 
$113.50. — Electrical Merchandising, 
June, 1936. 

















¥ 
ELECTRAHOT Toasters 


Electrahot Mfg. Co., Mansfield, O. 
Models: No. 365, turn-over toaster, 
368, 369, 370, sandwich toasters, 


modernistic matched design, 
chromium plated with walnut 
handles. Sandwich toaster No. 368 


equipped with permanent attached 
steel grids; No. 369 combination 
sandwich toaster and waffle iron 
equipped with removable aluminum 
grids; sandwich toaster No. 370 
equipped with removable _ steel 
grids; 2-A waffle grids available at 
slight additional cost; chromium 
drip cup on all sandwich toasters.— 
Electrical Merchandising, June, 
1936. 





PIONEER Electric Plant 
Pioneer Gen-E-Motor Corp., 466 W. 
Superior St., Chicago, Ill. 
Model: “Blue Diamond” gas-electric 

plant. 

Description: Full-sized a.c. 110 volt, 
300 watt generating plant; operates 
complete farm lighting plant making 
it possible to use standard 110 volt 
a.c. 60 cycle vacuum cleaners, cof- 
fee makers, sewing machines, irons, 
etc.; 74 volt d.c. winding designed 
for charging 6 volt batteries will 
run any 6-volt device requiring not 
more than 50 watts; also recom- 
mended for operating radio units 
and sound systems. 

Price: $79.95.—Electrical Merchandis- 
ing, June, 1936. 































tion from the heating appli- 
ances we sell, for we always 
specify on the order ‘ele- 
ments’ to be of .. . 


Nichromne 


TRADE MARK REG. U.S. PAT. OFF. 


Long established heating ap- 
pliance dealers have recog- 
nized the sales value of “Ni- 
chrome” V heating elements. 
The long life of the heating 
element has much to do with 
the life of the appliance, and 
your store’s reputation war- 
rants this ‘““Nichrome’”’ per- 
formance. 


When a widely used name 
can be used as a selling point 
and at the same time creates 
much good will—don’t ex- 
periment, be sure you specify 
—‘‘‘Nichrome’ V, the 
Driver-Harris Wire” as the 
heating element material of 
appliances you sell. 


DRIVER-HARRIS COMPANY, Harrison, N. J. 


Cleveland Chicago Detroit 


England France Italy 








1, @ CREAM: SEPARATOR 


Here’s the fan that separates the 

cream of the sales from the un- 
profitable skim-milk kind! The new R & M 
De Luxe—10-inch oscillating, with quiet- 
type motor and blades. It easily sells for 
more, because it’s worth a dozen cheap, 
rattly one-season fans—and because it’s so 
smartly styled that it looks its value. .. . 
Show your customers this modern beauty, 


ROBBIN 
CCF7LA 


E MYERS 


with its silver-bronze and glossy black 
finish. Switch it on and let them feel the 
push of air from its broad, quiet blades. 
And ring up another $14.45 sale! . . . Your 
wholesaler can supply you. Order now. 
Torrid weather may be here any day! 
ROBBINS & MYERS, Inc., Springfield, 
Ohio. Founded 1878. The Robbins & 
Myers Co., Ltd., Brantford, Ontario. 
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HOME OWNERS 
are the BIG BUYERS 


and 55.3% 
of all 


home owners 


are in the 
SMALL TOWNS 























ET your story over to the housewives in the small towns and 

you ve covered the biggest individual market in the country—in 
fact greater than all other markets combined, because more than half 
of the home ownership of native white families is concentrated 
communities under 10,000 population. 

Household Magazine with its 1,800,000 circulation practically 
covers the small towns. A high percentage of its readers are the 
small town buyers who have been largely responsible for a 19% 
increase in the sales of general merchandise in 1935 over 1934 in 
towns and rural areas. 

If you are a dealer in a small town, ask the manufacturers of the 
appliances you sell to help you by telling : our story—and theirs 


in HOUSEHOLD. 





Arthur Capper, Publisher 
Weems 6 ltl tlUtlhlUK SO! UC 


$n 
BLINDMAN’S BUFF 
may be a dandy game— 
but it should have no 
place in your business 


® DON’T GUESS about your 
business—for guesswork is of- 
ten expensive. Know the facts 
about sales, credit, collections, 
accounts receivable, stock, pur- 
chases, payroll, and other de- 
partments—the facts which enable you to make decisions that 
mean profit and success instead of loss or failure. 


KANSAS 








( Z 







With Globe-Wernicke visible records you can have important 
information at your finger tips—instantly available. Let us 
study your present methods and recommend card forms and 
equipment that will enable you to know the facts about your 
business with a saving of time, work, and money. There is 
no cost or obligation. Just phone the G/W dealer in your 


city or write direct to us. 


Globe-Wernicke 








Cincinnati, Ohio 
a ee on ee OO) OR A eae | 
NEEDED IN OFFICES 


ITEMS 
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HOUSEHOLD MAGAZINE 





CROSLEY Coolrest Canopy 


Crosley Radio Corp., 


Cincinnati, O. 

Device: New deluxe canopy for Cros- 
ley Coolrest bed cooler especially 
suitable for those who dislike hav- 
ing their heads covered while they 
sleep; support nearest head of bed 
may be pushed down to shoulders by 
twisting clamp at support brace, 
leaving head exposed; attractive 
appearance; complete within itself 
with 3 supporting bars braced to- 
gether at bottom and easily set on 
bed rails; canopy is tied to support- 
ing bars; spring in hem of band 
around opening makes it easy to 
fasten to cooling unit. 

Price: Standard model $139.50; De- 
luxe model $150.—Electrical Mer- 
chandising, June, 1936. 





PROCTOR Irons 


Proctor & Schwartz Electric Co., 
7th St. & Tabor Rd., Philadelphia, Pa. 
Models: 931, 942, 943, 953. 
Description: 931, new Snap-Stand, 

automatic 1,000 watt speed iron; 

longer cork handle; streamline de- 
sign; Dreadnought heating unit; 
permanent cord connection. 

Automatic 942, 1,000 watt Speed 

iron, same design and features as 

931 with clear-vision heel rest in 

place of Snap-stand. 943, 800 watt, 

automatic, same design and con- 

struction as 942. 

953 De Luxe Heat Meter iron (non- 

automatic) tells when heat is safe; 

streamlined; long cork handle. 
Prices: 931, $8.95; 942, $7.95; 943, 

$6.95; 953, $4.25. Other models in 

line are 930, $7.95; 940, $6.95 and 

941, $5.95.—Electrical Merchandis- 

ing, June, 1936. 


v 
KATOLIGHT JR. Plant 


Kato Engineering Co., 727 S. Front 
Mankato, Minn. 

Device: Portable power and _ light 
plant furnishing standard 110 volt, 
60 cycle a.c.; 300 watts; weighs 50 
lbs.; single unit equipped with 
handle for convenient carrying; 
generator directly connected to and 
mounted on engine block; fuel tank 
contained in base; operates without 
being bolted down; quickly hooked 
to a.c. line or appliance; no radio 

interference. 


JUNE, 


1936—ELECTRICAL MERCHANDISING 


Price: $84. Also available in plants 
of 150 watts, 6 volts, $59.95; 209 
watts, 12 volts, $62; 300 watts, 32 
volts, $65; 300 watts, 110 volts dec. 
$69. — Electrical Merchandising, 
June, 1936. 





HANDYHOT Waffle Iron 


Chicago Electric Mfg. Co., 2801 S. 
Halsted St., Chicago, IIl. 

Model: No. 501 plate size waffle iron. 

Description: Heating elements on bot- 
tom and top sections; 110-120 volt 
a.c. or d.c.; 300 watts; 54 in. grids; 
satin black and nickel finish with 
ebony front lift handle and fibre 
feet; supplied without cord set. — 
Electrical Merchandising, June, 
1936. 
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LEWIS Air Conditioner 


Lewis Air Conditioners, Inc., Minne- 

apolis, Minn. 

Device: Lewis mechanical warm air 
conditioner. 

Description: Provides automatic heat- 
ing and air conditioning the year 
around; cleans, humidifies, circu- 
lates, cools and warms air; con- 
sists of a complete harmonized plant 
in which all parts are scientifically 
correlated into a single compact 
unit; positive temperature and 
humidity control; burns oil or gas— 
any standard burner can be in- 
stalled—oil or gas ; occupies 23 sq.ft. 
floor space; housed in green furni- 
ture steel finished cabinet with 
aluminum trim; available in four 
sizes. 

Price: F-1, $260; F-2, $275; F-3, 
$285; F-4, $350.— Electrical Mer- 
chandising, June, 1936. 
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permits light rays to be directed at 
any angle, from any position, leaving 
hands free. 

Price: $1.25 complete with 2 Usalite 
Lok-Top batteries.—Electrical Mer- 
chandising, June, 1936. 


G-E HOTPOINT Mixer 

General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 

Device: Portable mixer No. 139DM4. 

Description: May be used on or re- 
moved from base; stainproof cream 
enamel finish with green trim; 
double beaters shaped to contour of 
Glasbake mixing bowls; 3-speed 
switch; no oil can drop into food; 
GE motor, ac. or d.c.; standard 
equipment consists of portable mix- 
ing unit, mixer base, double beaters 
large and small Glasbake bowls and 
rubber spatula. 

Price: $18.75; juice extracting as- 
sembly including Glasbake juice 
bowl, cream porcelain reamer and 
oil dropper available at $2.75 extra. 
—Electrical Merchandising, June, 





1936. 


ELECTRAHOT Waffle Irons 
Electrahot Mfg. Co., Mansfield, O. 
Models: 375, 376, 377, 378 
Description: No. 375, 7 in. standard 
size grid, 376, 8 in. drip ring grid; 
heat indicator; Nos. 377, 7 in. grid, 
378, 8 in. drip ring grid ; automatic ; 
all models of modernistic matched 


design, chromium plated; walnut 

handles; silver finish aluminum 

v grids permit waffle to be removed 
AERIET Fan without sticking —Electrical Mer- 


handising, , 1936. 
Air Devices Corp., 210 S. Clark St., ee Pe : 


Chicago, Ill. 
Device: Model “A” Aeriet Adco fan. 


Description: 144 in. blades spin silently 
on new silent worm drive; may be 
used as table fan or may be quickly 
converted into window ventilating 
unit—shield, wings and screen fur- 
nished for only $3 additional; ad- 
justable to any width of window 
and installed by simply raising Vv 


lower sash ; 163 in. high; a.c. shaded . 
pole motor ; 35 watt input; fully ad- CHANDLER Depollen-Aire 
Chandler Co., Cedar Rapids, lowa 


justable forward and back as desk 
fan; black baked enamel and Device: Room depollenizing air-filter, 
designed for relieving Hay Fever 


chrome. 

Price: $8.75 for fan alone; $3 addi- and Asthma. 
tional for window ventilating wings, 
shield and screen.—Electrical Mer- 
chandising, June, 1936. 





Description: Fits into any lift-sash 
window 25 in. wide or larger, with 
side fillers for sealing openings; ad- 
justable louvres provide recircula- 
tion and refiltration of room air; 
controlled by single Bakelite handle 
near motor switch; fan has 5 
speeds; will operate in ordinary 
size room; 2 air filters in filteration 
chamber easily replaced; unit is 
25 in. wide, 20 in. deep, 20 in. 
high; extends 9 in. into room; 
equipped with small fractional h.p. 
a.c. variable speed motor; specially 
designed intake and outlet filters; 
encased in attractive jacket with 


perforated room face to insure dif- 
fusion of filtered air; baked enamel 
Ivory crinkle finish; plugs into wall 
socket. — Electrical 
June, 1936. 





Merchandising, 


USALITE Flashlight 
United States Electric Mfg. Co., 
222 W. 14th St., New York City 


Device: Usalite 
Flare-Lite. 


“Red-Head” Safety 
Description: 2-cell nickel plated focus- 
ing spotlight equipped with triple 
safety contact switch; designed for 
use where ordinary flashlight would 
not be safe or practical—for motor- 
ists, campers, trainmen, etc.; “Red” 
wide-spread lantern flare protects; 
all-position metal bracket hanger 
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CADILLAC 


SINCE 1911... 


SILVER 


ANNIVERSARY 





VACUUM CLEANERS 


NATIONALLY 
ADVERTISED 
In HOME Magazines 


Pictorial Review, American Home, Better 
Homes and Gardens, Woman’s World, Par- 
ents Magazine, Child Life—carry the story 
of Cadillac into ten million homes. 


Large copies of these magazine advertise- 
ments, Silver Anniversary window display 
sets, circulars, posters—tie your store to 
this campaign and draw sales. 


*49= *39= 
ee ee cg, maczsnlperorhance, Had 


at its price, gives more of 

ALL with Sfe and thorough-cleaning efficiency, more serv- 

ELECTRIC ice and actual value, than cleaners usually priced 
LIGHT ™uch higher. 








Motor- Every Cadillac at whatever price has electric Floor 
Driven Light, placed to throw light directly in front of nozzl 
Brush Without shadows — in conformity with the Nation 

Better ss — Sense ~ Campaign. All have spe- 
cially-built motors, made in Cadillac’s own plant, 
and large 8-blade fan (instead of usual 6-blade) for 
greater suction power. Nozzles adjust exactly to 
every rug thickness — rubber bumper all around. Pat- 
ented easy connection for attachments — Automatic tile- 
ing and handle-locking device. With Cadillac you sell 
convenience of use as well as efficiency. 


SOLD ONLY BY DEALERS 


Cadillac cleaners are sold only through established deal- 
ers and jobbers — mever direct-to-user by canvassers, 
house-to-house, or high pressure methods. For sure-fire 
sales plan and dealer discount, ask your jobber or 
write to 


CLEMENTS MFG. CO. 


6666 South Narragansett Avenue 
CHICAGO ILLINOIS 








The Odds are 
99 to Lin your favor 


when they learn that they get ice 
cubes at the refrigerator ... that 
the cubes pop instantly from tray 
to glass ... that all ice cubes are 
full-sized, cold, and dry. 


When it comes to selling the ice 
tray convenience of your refrig- 
erator, the odds are 99 to lL in 
your favor if you offer complete 
Flexible Rubber Tray and Grid 





equipment. This is the inevitable 
conclusion shown by a survey 
among recent refrigerator pur- 
chasers—99% of whom express a 
definite preference for this mod- 
ern method of getting ice cubes. 

Prospects are easier to close 


Give your salesmen this valu- 
able confidence-inspiring, sales- 
closing advantage. Insist that the 
refrigerator you expect them to 
sell comes factory-equipped with 
a Flexible Rubber Tray or Grid 
in every ice compartment. 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 


4 TRULY MODERN REFRIGERATOR SHOULD HAVE A 


FLEXIBLE Rupper Tray on Grip 


IN EVERY ICE 


COMPARTMENT 
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THERE’s POWER sBeHIND 


TELECHRON TURNOVER! 









































JOHN Q. PUBLIC 


TELECHRON clocks are moving fast! 


Because there’s power behind 
Telechron turnover—a merchandising set-up that pushes the clocks 
right off your shelves. 

Here are six kinds of power that take Telechrons off your shelves 
and put them into the hands of satisfied customers: 
1 Continuous national advertising — making a big market bigger by emphasizing 
a Telechron clock for every room in the house.” 
Wide selection of designs—every one modern, salable, reasonably priced. 
Extensive dealer sales helps — making customers at the point of sale. 


A full price range — models priced within the reach of every buyer. 


Vb Qw 


Outstanding reputation — quality and accuracy that are unquestioned. The largest- 
selling self-starting, synchronous electric clock line. 


6 Ample profit margin — you make money and add good-will. 


When you sell these dependable electric clocks, everything is in your favor. See 
the nearest Telechron distributor. He'll tell you more about the power behind 
Telechron turnover. Drop us a line for list of Telechron distributors. 


CONTROLLA, Model No. 8B51. Automatic 


household timer. An ingenious device that will 


tell. Mahogany case, walnut finish. €99 SO 


Retail price 
DEPUTY, Model No. 7F65-BK4&l. Self-start- 


ing alarm. Molded black with antique ivory 


bezel or molded antique ivory with $4 95 
. 


black bezel. Black case. Retail price 
Ivory case. Retail price, $5.50 


AIRMAN, Model No. 4F55. A design that 


sells consistently. alnut or maple case. 


Chrome numeral band. Back foot $6 75 
. 


rest. Retail price... ... 
- $9.95 


Airlarm, same model, with alarm . . 
irlux, onyx case, $12.50 


LUXOR, Model No. 4F65. Smart new boudoir 


clock. Sure to be a big seller. Mirror front in 


blue. Numerals etched on chrome 
band. Retail price $9.95 


CONSORT, Model No. 2F01. A very popular PHARAOH, Model No. 4F61. For desk or 
mantel. Mahogany case with vertical side in- 


model. Chrome-plated case with $. led bezel 
im green, ivory, white, black, blue or lays. Polished gold numerals on om 
$4. 95 black band. Retail price $9. 95 


red. Retail price 


(Reg. U. 8. Pat. Off. by Warren Telechron Co.) 


SELF-STARTING ELECTRIC CLOCKS 


WARREN TELECHRON COMPANY 


ASHLAND, 


466 MAIN STREET 
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Review of New Products 








KELVINATOR 
Room Coolers 


Kelvinator Corp., Detroit, Mich. 

Models: Two new air-cooled room 
coolers for rooms or offices where 
water connections are impractical, 
5 h.p. and 1 h.p. capacities. 

Description: Cools, dehumidifies, filters, 
circulates air—no drafts; 1 switch 
controls high or low speeds; heat is 
dissipated from condensing unit to 
outside air through window connec- 
tion; can be equipped with heating 
coils eliminating need for radiator; 
furniture steel cabinet finished in 
dark-grained walnut. Water-cooled 
type also available for use in rooms 
or Offices where water connections 
are available. — Electrical Merch- 
andising, June, 1936. 


v 


HOLYOKE Cord Sets 


The Holyoke Co., Inc., 720 Main St., 
Holyoke, Mass. 

Description: Flexible cord in Rayon or 
POSJ all-rubber, with Gilbert plugs, 
flattened to provide a fingergrip for 
removing cap from receptacle ; screw- 
less spring action blades; approved 
by IES — Electrical Merchandising, 
June, 1936. 


v 


DIAMOND-H Switches 


The Hart Mfg. Co., Hartford, Conn. 

The address of The Hart Mfg. Co. 
was erroneously listed as Meriden 
Conn. in the May issue in describing 
their new Bi-Rotary Heater Switches 
and Hydraulic Thermostat. The cor- 
rect address is Hartford, Conn. 








MASSACHUSETTS 


PRACTICAL 
INSTRUMENTS 
Recording Thermometer .$18 


Motor Recorder ....... 


Dependable, easy to use instruments, 
Guaranteed satisfactory to you or your 
money refunded. Each instrument makes 
24 hour record on 4 inch chart. Pen 
arm built into door, so pen swings out 
of way when changing chart. Bakelite 
case 5%” wide, 4%” deep, 
high. Weight 2% 
Furnished complete 
with supply of 
charts, bottle of ink 
and carrying case. 
Write for descrip- 
tive folder and 15 
Day Trial Offer. 


Practical 
Instrument Co. 
2709 N. Ashland 
Chicago 





Ask your jobber about 
PRACTICAL INSTRUMENTS 
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COROZONE 
AIR 
CONDITIONING 


is sold 


E.A.F. 


HE symbols “E.A.F.” may not be so 

familiar as “F.O.B.” and “C.O.D.” 
but they are of significance to every- 
one interested in Air Conditioning. 


To the prospective purchaser, *Engi- 
neered-at-Factory means the privilege 
of selecting units to accomplish any 
desired purpose — and the ability to 
add conveniently and inexpensively to 
the original installation as seasonal or 
other conditions require. It means the 
elimination of installation expense and 
troubles, for Corozone is “installed” 
by plugging-in to an electrical out- 
let. It means the ability to move the 
equipment when and where desired, 
for all Corozone models are portable. 
It means, in short, that here is equip- 
ment which brings Air Conditioning 
within the reach of thousands for whom 
an “engineered” installation would not 
be practical...or even possible. 


To the people interested in the sale of 
air-conditioning, Engineered-at-Factory 
means the elimination of engineering 
and installation problems. It means 
equipment that can be warehoused and 
sold in package form with slight in- 
vestment in merchandise and none in 
engineering, installation or service per- 
sonnel. 


It means that Corozone has opened up 
the air-conditioning field to distrib- 
utors and dealers who are “sales” 
rather than “engineering” minded. 


PRICES RANGE FROM 
$19.50 to $350 





@ One of 19 Corozone Models 
—Cools, dehumidifies, and by 
means of a specially designed 
glass filter, removes dust, pollen, 


smoke, etc. Adequate for an 
ordinary-sized room and priced 
at only $249.50, F.O.B. and 
E.A.F. Cleveland. 


The COROZONE 


AIR CONDITIONING 


CORPORATION 


1422 EUCLID AVENUE 
CLEVELAND, OHIO 
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is uniform in every respect and the 
same rates, terms and conditions are 
accorded the smaller dealer; the type 
of firms mentioned, as well as the pub- 
lic utility company, if merchandising. 
Something like 70% of the dealers in 
the Niagara Hudson Power territory 
use the Economy Purchase Plan to 
some extent. And, of course, among 
the smaller dealers—the ones who were 
riginally meant to benefit most—the 
peration is conducted on almost 100% 
Economy Plan basis. 

It may be said, here in passing, that 
the development of the Economy Pur- 
chase Plan was hindered by FHA 
which with its liberal terms, low cost 
und no-down-payment feature—to say 
nothing of no recourse—had an appeal 
that was hard to beat. Naturally it 
was difficult for a purely industry plan 
to make any striking headway against 
such competition for the financing 
lollar. Since FHA has passed out of 
the picture, the number of dealers sign- 
ng up under the Economy Purchase 
Plan has grown by leaps and bounds. 
In 1934, for instance, there were 110 
lealers using the plan; in 1935, there 
were 753; while up to May 15, 1936, 
the number had grown to 841. 

Recently, effective May 1, a further 
reduction of 25 per cent in the charges 
under the Economy Purchase Plan 
vent into effect making them equal to 
the much-publicised Electric Home & 
Farm Authority financing schedules. 
The financing charges work out as 
follows : 





REFRIGERATOR 
(Average unpaid balance—$150) 
BES Soin vie mininmareares $9.48 
pS eee ee 18.00 
(EEE Ae eee 22.80 
CE ig 6 apn vendwes Hi 26.40 
RANGE 


(Average 


ee ee $8.04 
PE Oh ccches cb neaeus 14.88 
pS a er 19.20 
NE ee eee 21.84 


WASHING MACHINE 


(Average unpaid balance—$60 ) 


t gases sree ese $3.48 
OS Eee 5.04 
SS ore bc aa does wade u 7.50 


After FH A...What ? 


CONTINUED FROM PAGE 3 





WATER HEATER 
(Average unpaid balance—$75) 


ROR Ferre $5.76 
I ca cidedeseocens 8.70 
PE as cake aie sones 10.44 
ED o> va cottayas cack 13.50 


Minimum down payments on re- 
frigerators are $3; on water heaters 
and ranges, $2.50; on a combination 
of two or more appliances, $4; on 
washers under $89, $3.50 and on wash- 
ers over $89, $4. Monthly instalments 
are the same as down payments and 
maturities extend anywhere from 15 
months on lower priced washers to 48 
months on a combination of two ap- 
pliances. 


Crisis Over 


It will be seen from the above that 
the crisis that existed at one time in 
the financing of appliance paper, is 
pretty much a thing of the past. Gov- 
ernment activity in the field, through 
both EHFA and FHA, undoubtedly 
helped pave the way for making the 
service available and for giving wide 
spread advertising to the terms. With 
the utilities in some sections perform- 
ing a financing service to the dealer 
and, in others, cooperating with a 
finance house to render that same serv- 
ice and, finally, with independent fi- 
nance houses competing for the busi- 
ness, the bottle neck that was the dealer’s 
credit has been eliminated. Another 
effect of all this activity is the growing 
interest of local banking institutions 
to lower their discount rates and keep 
some of the business at home. Ail of 
which opens up the avenues of oppor- 
tunity to the dealer. 

One of the big finance companies— 
Commercial Investment Trust—is even 
embarking on a campaign of consumer 
advertising designed to get over the 
story that buying home equipment on 
instalments is smart business, “As 
Sales Go Up” they say, “Prices Come 
Down.” And obviously sales are not 
going to go up unless people accept 
the instalment plan of purchase in 
ever-increasing numbers to provide 
themselves with the electrical equip- 
ment that goes to make up the modern 
home and the modern life. 











R. C. Reno, left, who runs the City Appliance Company of East Liverpool, O., 


tried a prospect's coupon book recently. 
Forty prospects the first month resulted in 


turned in resulting in a sale. 


$5 was awarded customers for each 


prospect 
6 sales. With him are Miss Maple, A. Foley, R. C. Burrows and C. Randolph, 
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BROTHER 
cet EVERHOT! 





of hot or cold food. 
Price range $8.50 to $15.00. 





200 Fifth Ave. 
New York City 


131 Southwest Fourth Ave. 
Portiand, Oregon 








THE EVERHOT COOKER 


Has advantages of cool electric cooking, little attention and a 
complete meal at one time. For picnics, it can be carried full 
The insulation gives thermos protection. 


Merchandise Mart 


@ You have to live and people 


have to cook in summer. These 
Everhot products are thermometer 
conscious; they sell easier and are 
more useful the hotter the 
weather. 


THE AUTOMATIC ROASTER 


Roasts, cooks and bakes with the efficiency of the finest 
electric equipment. Cooks a complete meal, requires little 
attention, and insulation confines heat to cooking—the 
Price range $14.95 to $18.95. 


kitehen is not heated. 





THE EVERHOT CASSEROLE 


Even in hottest weather, doctors recommend one hot dish for 
your health’s sake. 
bakes. 


The casserole cooly and easily cooks or 
Price range $4.95 to $6.50. 


Distributed by better jobbers. 


THE SWARTZBAUGH MFG. CO. 


Toledo, Ohio 


837 Howard St. 
Chicago San Franciseo, Calif. 
656 So. Los Angeles Ave. 


Los Angeles, Calif. 











All Buyers ATTEND 


NEW YORK 
SHOW 


July 19th to 25th 


Inclusive 


Hotel Pennsylvania 
New York City 


AMERICA’S FOREMOST TRADE MARKET 
HOUSEWARES ® 


HOUSEWARES 


~~ 
nO 





























CHINA ® 


In a few hours you can inspect over 500 manufacturers’ lines and 
thereby get a complete picture of the market, compare values, etc., 
without leaving the Hotel. Here you'll meet old friends and have 
a chance to “talk shop” with the most successful men in the indus- 
try. You can do all your buying right here where you'll find the 


newest, most interesting and most modern items. 
money by attending the show! 


Only a very limited space still available for Exhibiting Manufacturers. 





Act promptly. 





NT 


NEW YORK 
HOUSEWARES 


SHOW 





NEW YORK HOUSEWARES MANUFACTURERS ASS’N 


~ rs Te et 108 A Hotel Peunsyleania NEW YORK | 
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GLASS 


Save time and 





SERVICE 


MAKES and MODELS 


GE (Range Oven ot range having 
230 volt elements and single switch 
control for both blows fuses Take 


off switch panel and check oven switch 
for signs of shorting across main leads 
into the switch from the fuse block. 
[his occurs when the switch is in the 
preheat position and carrying the load 
of both When switch is 
turned off it may draw an are which 


elements 


plashes across the main leads, short 
ing the devi Remedy by cutting a 


paper and shaping it s« 


piece ol fish 
that it forn 
ering the 


switch Take the 


is a right-angle piece cov 
right-hand bus into the 
fuses out of that 
and then put the screw 
lding the fuse block lead to the 


} 


witch lead thr 


a. £0. 8 
SWItCh DIOCK 


ugh the fish-paper and 
This breaks the 
away from any poss 
bility of it splashing when the cor 


tact dirty 
[ YAl Sweeper - Machines 
W lle ea metime h 
1) 1 th ring 
| p ke he bearings 
+r ty; ; +} 
t 
1 
Sl PEI R S/ \ | Pi EX 3/ ly ner 
Roll does not come up to the shoe when 


operating board 1 pre ssed . ¢ Take 
panel off the back of the machine and 
check it to see if the spring on the 
s broken. Re- 


place with a new spring, if this has 


clutch operating lever 
If the rubber bumper on 
the unit casting worn and letting 
the lever hit on the casting put on a 
new bumper as a broken trip arm is 
likely to result if the bumper is left 
in this condition. While you have the 
I off oil the motor and check 


happened 


1 


] 7 
acCK panel 
the belt 


WESTINGHOUSE (Refrigerator) 

-Starts and stops too often . . . Not 
always insufficient refrigerant. Con 
tinuous stopping and starting may be 
caused by change in value or breakage 
of a resistor within the motor control 
box, replacement number being No 
659374. To install a new resistor re- 
move the top of the cabinet, which ex 
poses the motor and compressor, and 
motor control box 


Remove the panel 
covering the control box by taking out 
two small stove bolts inserted through 
brackets on the back of the panel. The 
bottom of this panel is also secured to 
the cabinet by the clamping action of 
screws located at the top of the cabinet 
door jamb. Loosen these screws just 
enough to relieve pressure on the panel. 

Pull the panel straight out from the 
machine. The hole in it is large 
enough to slip over the cold control 
knob. The motor control box should 
now be Removing the 
cover of this box exposes the resistor 
Mark wires leading to it carefully, re- 


move and replace 


’ 
accessible. 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


Bench Lighting 
By Edward P. W aldo 


[he repairman’s workbench is gen 
erally poorly lighted, or the lights are 
arranged so that they don’t illuminate 
the work properly. The following 
paragraphs cover the subject from A 
to Elaborate 

In Fig. A is shown the most com 
mon type of bench lamp used, easily 
made of old gas pipe, generally 4 inch. 
Two of these on any bench between 
5 ft. and 9 ft. long are advisable, three 
when the bench is 12 to 14 feet long 
Fig. B shows an adjustable desk or 
“goose-neck” lamp, more desirable. 
With one or two of these light is ob- 
tainable on sides, front, back and even 
top. This type of lamp, however, al- 
ways seems to get in the way. Some 
men cut off the base, fastening the tub- 
ing about an inch from where it was 
cut to the top of the back board or a 
high shelf, as shown in Fig. C. This 
keeps the bench nice and clear. Lamps 
mounted in this fashion are especially 
effective when mounted over a group 
of meters, switches or other instru- 
ments. 

Frequently it is desirable to have a 
strong but soft light shine up through 








the bench. About the neatest arrange- 
ment is to take an ordinary 5 gallon 
square oil can and cut it as per Fig. 
D. Or Fig. E. Be sure and study the 
drawings carefully before attempting 
it and note that you must leave a couple 
of flaps so that the reflector can be 
nailed to the bottom of the bench. 
Secure a thick piece of plate glass, 





frosted or ground preferably, about the 
size of dimensions X and Y shown in 
Fig. F and Fig. G, depending upon 
which type of cut you make in the oil 
can. Have the glass cut at a hardware 
store for 10 cents, your risk, a couple of 
inches smaller than the dimensions 
X-Y of your reflector. Smooth off 
sharp edges with a file. Lay this glass 
on the bench near one end and about 
6 inches from the front of the bench. 
Mark around edges. 

Mark off an oblong 1 inch smaller 
than the outline of the glass and cut 
this smallest oblong out with a key saw 
inserted through holes first drilled 
through the bench top. With a sharp 





SECTION. 


chisel cut a step around this oblong hole 
so that the glass will inlay flush with the 
bench top as in figure H. Tack the 
reflector to the bottom of the bench. 
Make sure to place the reflector so that 
the minimum of light is cast into your 
eyes. 

Clean glass. An old mirror with its 
silver backing removed by means of a 
razor blade is not bad. Frost it with 
Bon Ami if it is not already frosted or 





ground. Drop it into the recess. Put 
a lamp through one of the side ports 
of the reflector. Be sure there are air 
holes in this reflector for ventilation. 

Another method of accomplishing 
the same end is shown in Fig. I, in 
which a diagonal cut through the 
bench top and a curl of shiny tin serve 
as the reflector. This narrow-slit type 
of lighting with a 4 x 8 inch glass 
permits work to rest on solid wood 
instead of the glass itself. 

A brilliant probing lamp uses 
ordinary doorbell transformer and a 
standard automobile trouble lamp, as 
shown in Fig. J. An automobile 
headlight, arranged as shown 
Fig. K also proves useful on some 
jobs. The base for the headlight 
should be made so that the lamp sets 
low and is hard to upset. In Fig. L is 
shown an ordinary automobile head- 
light reflector flattened a little on th 
bottom side to keep it from rolling 
This throws a softer light than tl 





complete headlight. 

As shown in Fig. M, a handy prol 
can also be made out of a piece of fib: 
tubing about a foot in length. T! 
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1S-T-R-E-T-C-H YOUR SALES 


WITH 


| Goodyear STRETCHLESS V Belts 


GOODS YEAR 


Eedisi eed VV Belt. _ yseand the Goodyear Display Rack 


—" are two mighty important reasons why you can 
step-up your sales of fractional horsepower replacement 


belts with Goodyear Endless Cord V Belts. 




























APRLEULLERERERELRULME TERED 
| 


i 


First, Goodyear V Belts are the most nearly stretchless, long- 
est-lived belts made. Hundreds of tests prove they last up to 
twice as long as others without slip or stretch. That means 
customer satisfaction, repeat sales! 


And second, Goodyear Belts are made in over 200 different 
sizes to fit practically every model of all standard makes of 
home and shop appliances and light power tools. You can 






take care of every prospect, make more sales! 
Sturdy all-metal con- 
struction attractive- 
ly finished in yellow, 
blue and chromium. 
Supplied with any 
of Goodyear’s three 


standard assort- 


Patented construction 


All sizes are built with Goodyear’s patented endless cord 
construction that eliminates internal friction found in mul- 
tiple ply belts, and minimizes stretch. The load-carrying, 
high-tensile cords are located at a point where there is least 





ments, each con- 
ut taining 27 belts in 
most popular sizes. 














distortion in flexing —insuring a cool-running, non-slipping, 
in long-lasting, business-building belt. 
he 


ve 






The market for replacement belts is increasing rapidly —get 
a bigger share by featuring the complete line of service-proved 
Goodyears. For prices and information about display rack, 
write Goodyear, Akron, Ohio, or Los Angeles, California — 
OR THE NEAREST GOODYEAR MECHANICAL RUBBER GOODS 
DISTRIBUTOR. 





RUBBER 


NIT 


wi 















WASHING MACHINES WATER PUMPS STOKERS OIL BURNERS BEER PUMPS WOOD WORKING MACHINES 





REFRIGERATORS 
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Make a 


“CLEAN UP” 


with Permutit 


@ 1) sat onvenien 
oO int vater condi 
They want it the way thcy 
inted oil burners and el ctri 
trigerators when Dey nrst 
vies “Ge 
ime into prominen The deal 
| , lierribh 
ers who get exclusive distribution 


privile ges ? for Permutit sales 


will clean with this new 
money-maker 

The reasons why America 
wants wat conditioning af 


simple but powert il, Water con 


litioning is an aid to beauty 
health and cleanliness—a timc 


saver, a labor saver, and a money 
saver! You can prove these points 
right in the prospect's home by 
using a handsome, light-weight, 
hromium-plated demonstrator 

Permutit sales don't slump in 
the Summer like oil burners, or 
in the Winter like refrigerators 
They are good the year ‘round 
Also, sales can still be financed 
under FHA terms with no dows 
payments 


pistrisuToRS—There’s still time to ap 


ply ik exclusive territory. We 
give you 100% peration toward 
} | ' 
getting i1ealer 1 making sak 
You get pf il advertising, 
, i rr 1; 
pals 
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r 
W [ we A 
’ I 
‘ ¥ + 
HE PERM IMPANY 
i ; i Mt _ ae 4 
I bliga 
f [ am g pia 
" ak 
r 
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inside diameter must be just large 
enough to admit a 6-8 volt radio pilot 
light or a 6 volt flashlight bulb. Solder 





\ knot in the 


wire directly to lamp 
just at the cork plug at the back 


wire 


the trom 


out easily 


end of tubing wire 


keeps 
pulling 


Iron Tester | 
By Paul E. Gribet 


electric irons are 
brought to the repair shop with the 
omplaint that they will not heat. Su- 
perne ial cord, plug, 
points, etc. and plugging iron in socket 
omprises the usual method of testing. 
\ny warming up of the iron results in 
pronouncing it O.K. This is satisfac- 
tory to the customer nor the 
repairman because there is always 
uubt as to the value 


Quite frequently 


inspection ot 


neither 


some element of ck 
f the O.K 

\ reliable may be con- 
structed for approximately $5 to do the 
b right not only on ordinary irons 
but also to check the operation of auto- 
Secure a brass or copper block 

by 4 by 2 inches and prepare this 
heat conductor as shown in Fig. 1. 
Obtain two strips of brass § thick and 


accessory 


matics 


4 inches long. One of these should be 
4 inch wide and the other 1 inch wide. 
lasten them together as shown in Fig 
2, with the end bolts left 2 inches long 
later use as mountings. 
Get a length of each kind (2) of 
N 10 wire for the rmocouples 18 


nearest manufac- 
heater 


ng from the 


of electric 


elements or 
this material. 


ipply house 
One piece should be hard and tough. 


carrying 


Che other should be soft and without 
iny spring to it. Typical trade names 
of these wires are “Advance” and 
Nichrome V.” 

\ loop is formed in one en’ of each 
material fs inch inside diamete nd 











then the loops are beaten flat until half 
the diameter of the wire. These loops 
are bolted to the underside of the brass 
block shown in Fig. 1, placing them 
next to the block, a washer next, a lock 
washer next and, finally, a nut. The 
bolts should be ¥ by 2 inch flat head 
iron stove bolts (poor heat conduct- 
ors). The extra length of the bolts is 
used for mounting. 

Order from a supply house a piece 
of asbestos board } by 6 by 10 inches 
and drill it as indicated in Fig. 3. 
All holes are %. Holes “a” are for 
mounting knob insulators on the un- 
derside of the asbestos board base for 
feet. Flat head iron stove bolts should 
be used so that the heads sink inside 
the insulators and yet do not slide 
through. Holes “b” are for mounting 
angle brackets to support the back 
panel shown in Fig. 4. Holes “c” are 
1 inch apart and 4 inches from holes 
“d.” The large brass block is mounted 
in holes “c” with the thermocouple 
wires extending toward the left and 
the brass strips are mounted in holes 
“d” with the offset toward the brass 
block. All nuts against the base should 
have washers under them. 

Place a 0-1 m.a., d.c. meter of good 
quality, having an internal resistance 
not exceeding 32 ohms, in the hole pro- 
vided in the back panel. Run the 
thermocouple wires through the holes 
in the panel (“e-e”) and connect to 
the terminals of the meter. The wires 
may be bare but should not touch 
each other nor any metal except at the 
ends, where intended. A piece of clear 
mica tacked to the panel above the 
meter may have slipped beneath it a 
chart showing typical readings of good 
irons of various wattages. 

A 600-watt iron placed with the heel 
in the step between the two brass strips 
and the center of the sole on the brass 
block will give an indication of .45 on 














TAKE THE 


‘GUESSWORK 
_ OUT OF DELIVERIES 
SPECIFY 
RAILWAY EXPRESS 


Spare parts, replacements, special 


orders—everybody wanting some- 


thing and wanting it now. The 
Spring and Summer rush is on, and 
you've got to have the goods— 


and quick. 


So don’t waste time in guesswork. 


There’s one answer — specify “Rush 
by Railway Express." Your shipment 


may weigh an ounce or a ton, bulk 


big or little, Railway Express will 
pick it up by fast motor truck, for- 
ward it at passenger train speed, get 
it into your hands quickly. Our double 


receipt system checks the whole trans- 
action and includes liability up to 
$50 at no extra charge. With a nation- 
wide organization, and 23,000 offices 
at your disposal, we can reach any- 
body, practically anywhere, at any 


time, fast, surefire and dependably 


For service or information tele- 
phone the nearest Railway Express 


office. 


RAILWAY 
EXPRESS 


AGENCY INC. 


| NATION-WIDE RAIL-AIR SERVICE 
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ig 1 NOTHING LIKE THE 


PLAYLVPYS 


. THE AUSTRALIAN PLATYPUS LOOKS 
4 LIKE AN OTTER WITH A DUCKS BILL 
' LAYS EGGS LIKE A REPTILE, YET SUCK- 
LES 1TS YOUNG LIKE A MAMMAL 








7 
2 NOTHING LIKE GULF oa 
ELECTRIC Q-MOTOR OIL 






ITS THE 





ONE OIL MADE 
SPECIALLY 

, FOR ELECTRIC 

) REFRIGERATOR 


AND WASHING 
MACHINE MOTORS. OPEN PROFIT- 
ABLE NEW MARKET. NOWAD- 
VERTISED IN COLLIER'S—YOU 
SHOULD HAVE IT ON YOUR SHELVES 


GULF ‘norcr’ OIL 


For further information, write Gulf Petroleum 





















































l Specialties, Gulf Building, Pittsburgh, Pa. 
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the dial of my instrument. If the meter 
reads backward reverse its connec- 
tions. 

The completed instrument will ap- 
pear as in Fig. 5. One important point 
to remember when assembling is that 
the iron must set flat on the brass block 
so the various mounting nuts must be 
adjusted up or down to permit this. 


Electric Shaver Repair 
By George Deitz 


Electric shavers such as the “Schick” 
are relatively expensive and repairs 


| are generally warranted when trouble 
develops. 


Insulation between wires sometimes 
breaks down due to heat, in turn due 
to small wire size and insufficient ven- 
tilation. Motor and pole pieces may 





be taken apart, coils measured for re- 
sistance and then torn off. With this 
resistance measurement as a guide and 
a check on the original wire size new 
coils may be readily wound and sub- 
stituted. 

We wind new coils of slightly 
heavier wire, duplicating original re- 
sistance. They must be wound di- 
rectly on the laminated pole piece or 
they will be either too small to fit or 
too large to permit closing and re- 
assembly. This may be done by mount- 
ing the pole piece in the jaws of a lathe 
and centering as best you can, then 
winding at slow speed. 

Should you find that a “Schick” ap- 
pears to be working ok but will not 
cut look for a loose pivot nut inside 
the case. This is nut “n,” shown in 
the second drawing, holding the vi- 
brator fork marked “f.” 

By replacing the small 
cased condenser originally 


bakelite- 
included 








with a 0.1 paper type small enough to | 
fit inside the case arcing will be re- | 
duced and the better power factor will 
speed up the motor slightly. 


Ribbon Element Repair 


Says Preston S. Miller of the Elec- 
trical Testing Laboratories, New York, 
relative to the item by Roger H. 
Hertel, page 74, May: “Brass or cop- 
per shims wrapped around broken ends 
of ribbon heating elements to effect a 
repair will not last long due to action 
between the element and the shim. It 
would be better to replace the entire 
element but if it must be repaired the 
shim should be made of Nichrome or, 
possibly, nickel. It seems to me that 
nickel tubing is available for this pur- | 
pose.” 


Condenser Cleaner Kit 
By N. E. Dawson 


A converted Spic-Span hand vacuum 
cleaner makes an excellent tool for 
cleaning the condensers and coils of 
electric refrigerators in the home. Saw 
off the nozzle, leaving as much of the 
narrow neck as possible. Secure a 
couple of attachment hoses from old 
cleaners and cut sections about 18 
inches long from each end, leaving the 
rubber piece to push on the neck of 
the hand cleaner. Cut the suction end 
of the remaining hose lengths at 
various angles, enabling you to get 
into inaccessible spots where a hose | 
with a square end is not effective. 

To use the cleaner plug it into the 
refrigerator outlet, put on the bag and | 
the hose most adapted to the job and 
run it up and down the condenser fins. 
Flexible hose will get underneath unit 
bases and will not blow dust around 
the room. 

The cleaner, with the bag and hose 
off, is quite small and packs into a 
square carrying case with the blower 
attachment for the cleaner, used where 
stirring up of dust is not objectionable. 
In the same box carry two oil cans, 
one of medium motor oil (for com- | 
pressor motors), one of light motor oil | 
(for separate fan motors) and one or 
two clean rags. 


Direct-Drive Refrigerators 
By E. A. Wight 


Some of the older model refrig- 
erators equipped with direct drive 
become noisy. I frequently convert 
them to indirect drive machines by 
suspending the motor on two heavy, 
iron straps, dropping it down and 
sideways away from the compressor, 
installing two large pulleys and a belt 


Fan Parts 


A 24-page catalog (No. 48) listing 
parts for electric fans made by 48 com- | 
panies has just been released by the 
Reading Electric Company of 200 
William St., New York and 227 W. | 
Van Buren St., Chicago. 
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/* CARBON 
BRUSHES 


‘BOOST 


REFRIGERATOR MOTOR’ 
TORQUE 


Perhaps the most important 
feature of refrigerator 


motors is their ability to 


| maintain a high starting 


torque over a long period 


of time. 


The brushes used on the 
repulsion-start motors com- 
monly found in this service 
can help or hinder the 
maintenance of this charac- 
teristic depending on 
whether they keep the com- 


mutator in proper condition. 


It would take too much 
space to explain what we 
mean by “proper condition” 
in an ad but if you'll call 
our bluff by writing in, we'll 


surely do it in a letter. 


For Assured Results Use 
Ohio PRE-TESTED Brushes 


THE Outo Carson Co. 


12508 Berea Ro-- CLEVELAND. 
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SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. 
in small black face type). 


Minimum charge $4.00. (First line 
Fractions of a line count as a line. Discount of 10% if full 


payment is made in advance for 4 consecutive insertions of undisplayed ads. 


DI 


SPLAYED RATE: 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in.; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one column. 
There are 4 columns—48 inches to a page.) 
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REFRIGERATION 


PARTS ond SUPPLIES 


SEND FOR OUR Hew CATALOG 
16 you are engaged im the business of servicing or selling refrigeration you 
should have « copy of our new 96 page SUMMER catalog. Write today on 
your letterhead. We sell to the trade only. 


The HARRY ALTERCO.,Inc. 


MAIN OFFICES 1728 S. Michigan Ave., CHICAGO, ILL. 


NEW YORK CITY 


CLEVELAND, OHIO 
161 Grand St. 


4506 Prospect Ave. 











ST. LOUIS, MO. 
2315 Washington Ave. 
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Giant ARMATURE 

Nite Fans REWINDING 

f ae Motor Repair—All Types 

jos a : We stock vacuum cleaner parts. 
Cooling x... Write for prices and Catalog. 

The entire house WILLMAN ELECTRIC Co. 

ee ae 12506 Dexter, Detroit, Michig 

Highest quali 

connectex mult 

riabl speed apa . 

motors. Noiseless Planc FREE:—Write Today 

able units for apartment 60-Page ILLUSTRATED Catalogue 

and suites. Write for FREF 

material, (1) University Replacement Parts for 

Illino esearch data wit 

cooling urves. (2) ‘cat toe Cleaners—Washers—lIrons 

(3) Sales elps ( 4 

to figure and install 345 W. Haren St Buckeye Vacuum Cleaner Co. 

RUSSELL ELECTRIC CO., Mfrs. cuicaco, u. $. A. 10613 St. Clair Ave., Cleveland, Ohio 














PRODUCT DESIGNER 


M 
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th 


STUDIO: 5345 HARPER AVE., CHICAGO 


any a worthy product is lagging in sales because of outmoded appearance. Your product can be made a 
les leader through re-styling in accordance with the best principles of modern functional design 


hy not let us show you (with no obligation on your part unless you accept our ideas) how you can improve 
6 appearance of your product? 


A. W. ALBERTINE— Designer 


FAIRFAX 7300 














“What Can It Do For Me?” 


Advertising that is read with this thought in mind, may 
provide the solution to a problem that has kept you awake 
nights for weeks. 


Remember, back of the signature of every Electrical 
Merchandising advertiser is another organization, whose 
members have thought long and hard about your business 
in the course of introducing and appplying their products 
or services to your industry. 


If their offerings can improve the quality of your company’s 
product ... or save your company’s money .. . they can 
contribute to your company’s income. 


We all know, “It pays to advertise.” 


It pays just as big to 
investigate what is advertised! 


Each month, Electrical Merchandising advertisers, old and 
new, invite you and 25,000 other readers to investigate fur- 
ther the advantages they can provide. 


ELECTRICAL MERCHANDISING 








SEARC 
SECTIO 


UNDISPLAYED RATE—Per word. 

Positions Vacant and all other classifications 
(including Agents, Salesmen, Distributors, 
Representatives advertising), 15 cents a word, 
minimum aon $3.00 an insertion. (See 
7 on box numbers.) 
Positions Wanted (salaried employment only) 
Y, the above rates. (See 1 on box numbers.) 
Discount of 10% if full payment is made in 
advance for 4 consecutive insertions of un- 
displayed advertisements. 











LIGHT 


“ OPPORTUNITIES ” 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 


ISPLAYED RATE—Per inch. 
1 inch i 


2 or 3 inches 7.80 per inch 
4 to 7 inches 7.60 per inch 
Rates for larger spaces on request. An ad- 
vertising inch is measured vertically on one 
column. There are 4 col inches 
to a 138s; ; 
Box Numbers—Care of Electrical Merchandis- 
=e New York, Chicago or San Francisco 
offices count as 10 words additional in undis- 
played ads. Replies forwarded without charge. 


























SALESMEN WANTED 


LEADING nationally-known manufacturer of 

automatic oil heating and winter air condi- 
tioning ouaipment is interested in making con- 
nections with live-wire salesmen covering heat- 
ing and specialty trade in states west of Mis- 
sissippi River and south of Ohio River. This 
is virgin territory for this line of proved prod- 
ucts and backed by an internationally known 
mame; you have exceptional opportunity for 
building a very profitable business. Write giv- 
ing full details of territory you cover, equip- 
ment you now sell and time you can devote to 
oil heating line. SW-565. Electrical Mer- 
enencieins. 520 No. Michigan Ave., Chicago, 
ll. 





POSITION VACANT 


ENGINEER wanted for general engineering 

and creative designing. Must have experi- 
ence on domestic electrical appliances or re 
lated line. Thermostat design and manufac- 
turing experience desirable. P-567, Electrical 








Merchandising, 330 West 42d Street, New 


York City. 


NEW ADVERTISEMENTS 
and changes of copy must be received 
by the 24th of the month to appear in 
the issue out the following month. 

Address copy to The Departmental 

Advertising Staff 
ELECTRICAL MERCHANDISING 
330 W. 42nd 8St.. New York City 














Pictsburgh, Penna. 
Washington, D. C. 
Rochester, N. Y. 
New York City area 





DISTRIBUTORS WANTED ! 


One of the oldest washing machine companies is changing method of 
marketing. Openings for wholesale distributors in following localities: 


Prefer well established firms now marketing appliances. 
DW-564, Electrical Merchandising, 520 No. Michigan Ave., Chicago, Ill. 


Louisville, Ky. 
Los Angeles 

San Francisco 
Portland, Oregon 
Texas 


All Southeastern States 
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The Certification Tag 
has provided 


SATISFACTORY SALES 
SATISFACTORY PROFIT 
SATISFIED USERS 


ELECTICAL 
LABORATORIES 
TESTING 


80th St. and East End Ave., New York 


The | 








Without Benefit of Government 


es: lhl es eo 


Their average annual consumption, 
in the home and the farm, runs to 15,- 
085 kilowatt-hours per year which costs 
them $365.30. That’s an average 
monthly consumption of 1,257 kw.-hr. 
and an average monthly cost of $30.44. 
Their rate is a trifle less than 24 cents 
per kw.-hr. 

Their yearly consumption is pretty 
equally divided between the house and 





Meters on new rural extensions are 
located outside the farmhouse on the 
pole feeding the house 





|the big barn. 


| 






ELECTRICAL MERCHANDISING—JUNE, 


In the house the elec- 
trical equipment consists of range, 
water heater, refrigerator, washer and 
ironer, ventilator, radio set together 
with lights and small appliances. In 
|the barn the electrical equipment con- 
| sists of water pump, milk cooler, milk- 
|ing machine, water heater, ventilator 
| and a portable motor used for grind- 
|ing feed, sawing wood, hoisting hay, 
| shredding and shelling and filling the 
| silo. 

That’s a lot of equipment. The 
portable motor alone, doing as it does 
the work of half a dozen men, would 
pay the entire cost of current which for 
the house and barn amounts to only a 
dollar a day. 

But let’s see what some of the equip- 
ment does for the Hams in a typical 
year: 

Well, they served 3,738 meals—all 
prepared on the electric range (West- 
inghouse) ; they heated 15,050 gallons 
of water in the electric water heater; 
they did 216 individual washings and 
ironings on that equipment (Savage 
and Thor). They operated the house 
ventilator 295 hours, the radio 600 
hours; and, finally, they pumped 321,- 
500 gallons of water. 

Now let’s trot over to the big farm 
and see what the equipment did for 
the Ham brothers in a business way: 

They milked on the average of 28 
cows a month electrically; they cooled 
129,575 pounds of milk; they heated 
3,720 gallons of water; they operated 
the barn ventilator 4,278 hours: they 
stored 263 tons of ensilage; ground 


12,430 pounds of grain; sawed 19 cords 
of wood; pressed 124 tons of hay and 
hoisted 75 tons of it up in the big loft 
|of the barn. 





A 74 hp. portable motor 





1936 





| 


performed most of the last feats. 

And now let’s look at what all this 
cost the Ham family per month and 
per year as shown in table on page 7. 

Those are some of the reasons for 
the importance of rural electrification. 
Of added importance, too, is the fact 
that all the farm equipment and house- 
hold appliances used by typical farm 
families such as the Hams, is sold by 
local dealers. 

In the Central Hudson territory, no 
merchandising is done by the power 
company; they help dealers find pros- 
pects, sell them the equipment and then 
finance the sale. All this has been 
done in Central Hudson territory with- 
out resort to group purchases of ap- 
pliances, without the agency of farm 
cooperatives, and without being en- 
couraged by the Rural Electrification 
Administration. The experience of 
more than one locality points to the 
fact that once the rural customer or 
farmer is connected to the lines, the 
dealer gets on the job and the sale of 
equipment follows as a natural course. 

Furthermore, dealers and contractors 
in the territory have in most cases 
gotten on the job of promoting the 
electric idea to rural customers even 
before the educational and promotional 
crew of the power company. They 
knew that selling the idea of electric 
service to potential customers meant 
building potential sales of both home 
and farm equipment. 





How rural extensions in the Central 
Hudson territory cut across fields 


This range top 
arrangement 


helps cooking 
and helps sales 


INNER BURNERS ONLY 
heat on ‘‘Medium’’ 
switch, providing eco- 
nomical cooking with 
utensils of small diam- 
eter. 





1500 WATT 





THE OUTER BURNER 
only, heats on ““Medium” 
switch, providing the ideal 
heat for frying. An exclu- 
sive feature of these units. 


you can do this with 


CHROMALOX 
Super-Speed UNITS 


because they have the famous “Two- 
Burners-in-One” feature. With these 
units you can provide a range which will 
eliminate wasted heat in using small 
utensils, and will also provide wide-area 
uniform heat for frying. With this ver- 
satility is combined all the advantages 
of flat-topped, quick-acting, long-lasting 
Chromalox Units. 


You can offer this set-up to fit any 





instead of following the roads 





Cord Manufacturers 


J. W. Whittington has recently been ap- | 
pointed by the Electrical Cord Manufacturers | 


to take over the work of Mr. James A. Smith 
in the promotion of approved flexible cord. 


Mr. Whittington comes to NEMA from the | 
Electrical Testing Laboratories where he has | 


-| 


been active in the I. E. S. Lamp campaign 
Past affiliations include Underwriters’ 
Laboratories, Inc., and the National Electric 


Light Association. 


General Cable 
W. 


to a recent announcement. 


D. Mattison has been appointed ad- 
vertising manager of the General Cable Cor- 
poration, White Plains, New York, according 


range, without specially fitted units. 
Inexpensive adaptor rings—a Chroma- 
lox feature—take care of the fit. 
* 

The new Chromalox Plan Book 
| gives details of a tested and per- 
| fected sales plan that is boosting 
business everywhere. Use_ the 
coupon. 


| 





Mail with your business letterhead 
| EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the ‘“‘Chromalox Plan’’ book. 
ae 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


WASHERS 


In April, for the fourth successive 
month this year, electric washer sales 
continued upward over records of 1935. 
Reports of the American Washing Ma- 
chine Manufacturers Association indicate 
a gain of 7.8% for April and a gain of 
19.5% in total business for the first four 
months of the year, compared with corre- 
sponding months of 1935. Up to the 
end of April 504,778 household electric 
washing machines have been sold by the 
industry, versus 422,449 sold in January- 


April, 1935. 
ft = rrr: 131,021 washers 
SET eddie oszravee 121,456 washers 


March, 1936 ............152,624 washers 


ae 113,458 washers 
; 3 ae eee 107,675 washers 
Saturation, January, 1936—10,346,482 


homes, or 48.8% of total wired homes. 
v 
IRONERS 


Despite the slender increase of 2.3% in 
ironer sales of April, 1936, compared with 
April, 1935, the first four months of the 
year have registered a gain of 41.4% over 
the same period of last year. 

This brings total sales of household 
electric ironers to 61,988 machines in 
January-April, 1936, compared with 43,- 
847 ironers sold in January-April, 1935. 
Following are reports of industry sales 
compiled by the American Washing Ma- 


chine Manufacturers Association: 

Pe, SR sesh akees cenen 15,446 ironers 

ee a cena 15,005 troners 

Mar., 1936............. ..20,295 ironers 

ee oe Ole ae 12,931 ironers 

<== .. 13,316 ironers 
Saturation, January, 1936—1,031,802 


homes, or 4.9% of total wired homes. 
v 
REFRIGERATORS 


The outlook for refrigerators continues 
bright. April registered an increase of 
13.9% in sales of household electric re- 
frigerators above April 1935, and ended the 
first four months of the year at 25.1% ahead 
of comparable months of 1935. Totals for 
the two periods were 875,048 refrigerators 
sold in January-April 1936 and 699,342 in 
January-April 1935. Following are indus- 
stry sales, estimated by the Edison Electric 
Institute on the basis of figures reported to 
NEMA by its refrigerator membership: 


| eee 304,089 units 
MEE déccvervaxcaexies 266,931 units 
<a eee 272,139 units 
3 ere eae . 179,056 units 
ee en ee 119,764 units 


Saturation, January 1936—7,250,000 homes, 
or 34.2% of total wired homes. 


v 
VACUUM CLEANERS 


In percentage of increase, April led 
previous months of 1936 in sales of floor- 
type vacuum cleaners, over comparative 
months of 1935. According to the 
Vacuum Cleaner Manufacturers Associa- 
tion, April sales were 31.8% ahead of 
April, 1935, while total business for the 
first four months’ period was 24.1% 


ahead of the same period of 1935. indus- 
try sales in these periods totaled 379,377 
floor cleaners in 1936 and 305,785 in 1935, 

Hand cleaners were less active in April, 
with sales trailing 5.2% behind April, 
1935. For the four months’ period, 
however, the Vacuum Cleaner Manufac- 
turers Association reported an increase 
of 11.9% over last year’s comparative 
months—sales totaling 114,234 in 1936 
and 102,066 in 1935. 


ree 104,559 floor cleaners & 
29,588 hand cleaners 
Mbt., TIF cccsves 79,338 floor cleaners & 
31,219 hand cleaners 
Mar., 1936 ..114,001 floor cleaners & 
35,878 hand cleaners 
Feb., 1936........ 86,084 floor cleaners & 
23,769 hand cleaners 
|S See 74,733 floor cleaners & 


24,999 hand cleaners 
Saturation, January, 1936 — 10,241,579 
homes, or 48.3% of total wired homes. 


v 


RANGES 


April sales of the NEMA range mem- 
bership are reported at 40.9% in advance 
of April, 1935—the 1936 figures repre- 
senting the sales of 12 manufacturers and 
the 1935 of 11 manufacturers. 

Total sales of the same companies in 
January-April, 1936, have amounted to 
91,346 household electric ranges—56.3% 
in excess of 58,451 sold in January-April, 
1935. 


et, Tek cw 32,502 ranges, valued* at 
$2,242,157 

Apr., 1935.......23,062 ranges, valued at 
$1,500,120 

| 31,176 ranges, valued at 
$2,209,558 

Feb., 1936..... 16,062 ranges, valued at 
$1,142,229 

Dit. Tes catés 11,696 ranges, valued at 
$810,314 
*Manufacturer’s, not retail, value 

Saturation, January, 1936—1,449,2505 


homes, or 6.8% of total wired homes. 


Vv 


WATER HEATERS 


Water heater sales of the NEMA men- 
bership were up 46.8% in March and 
46.7% in April, compared with similar 
months of 1935. The figures are not 
strictly comparable with the records of 
last year, however, inasmuch as the 
1936 membership is composed of 10 man- 
ufacturers and the 1935 of but nine 

The same companies have sold a total 
of 22,340 household electric water heaters 
of the storage-tank type in the first four 
months of 1936—46.8% more than the 
15,208 sold in the same months of 1°35. 


Aat., WoB...0- 9,035 units, valued* at 
$417,674 

C'S Se 6,157 units, valued at 
$307 203 

et) Gs tcasenn 6,559 units, valued at 
$303,503 

) a 4,469 units, valuc 
$221,01 

Pek, 1906... oo 0cc 3,713 units, valued at 
$172,462 

iS eS ices aad 3,033 units valued at 
$137,658 


*Manufacturers’, not retail, value. 
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SHELVADOR IS 
TOUGH COMPETITION! 

























rs& i 

= No one knows that better than dealers trying to sell other makes 
~ . 

aa TOUGH to sell against... . 

il this much more in a Shelvador 

= | TOUGH to sell against . . . 





the world’s most beautiful 
refrigerator 







But mighty sweet to fall in line . . . To push the refrigerator that, for 
four consecutive years, has shown the fastest sales growth; the refriger- 
ator that is now making merchandising history; the refrigerator that fits 




































es in . . . . . os . 

d to the millionaire’s kitchen and the working man’s purse... 

6.3% @ 

\pril, § 

d* at 

rd at 

) 

: t . — = . . . . 

- : Priced from $99.50 to $244.95 including delivery and installa- 

dat | tion. Five-year Protection Plan. (All prices slightly higher 

' ELECTRIC WASHERS ELECTRIC RANGE 
} in Florida, Texas, Rocky Mountain States and West. REFRIGERATORS arcadia. 
a ) can ERLE HYDE, Inc. wa 








4 ’ Electrical Appliances 


123 Eighth Ave., North 


7 ~~ SHELVADOR DEALERS’ ENTHUSI- a ie 


Crosley Radio Corporation, 
Cincinnati, Okio 


J ASM REACHES NEW HIGH AS | ireansscssseue esteem 


ine, 





Starting with a very limited capitel, we have been successful in selling 


and “ 220 Crosley Shelvedors in our first season, realizing quite a satisfact- 
iad ory net profit on our sales therefron. Our inventory turn-over has been 
Tiikat e very repid and our service expense has been low, Furthermore, our cus- 


tomers ere uniformly heppy and satisfied. 


ls og When Crosley first announced the Shelvador it appealed strongly to me and 
the my experience in 1954 as Sales Manager for a company handling a competitive 
. @ from Massachusetts line made me appreciate still more the sales and profit possibilities with 


man- : me Crosley. It was hard competition. 
g a — 
300: 0 SALES INCREASE The Crosley dealership is a real opportunity. An active organization can 


tal operate on a umall investment, secure fast turn-over and make a real profit. 
r c - 2 ' ‘ 
ters we from Tennessee Tosley gives you more then just a line it gives you a 12 months’ business 


te SELLS 10007%, OF QUOTA covers the ied and Crosley acceptance ~~ created by HIN cal Crosley 
advertising -- brings sales volume easily and quickly. 
sani @ from Ohio With the splendid cooperation of the Crosley factory and the Gambill Dis- 
, | SELLS SEVEN TIMES MORE or tock Ramesh Oe & cebtmentieh Sasemnen tp any Uistnees tase aan 

t | THAN ALL COMPETITORS pee 


With the new models and the “word of mouth” advertising of many satisfied 


Crosley users -~ there surely will be a “sales slide” to Crosley in 1936. 
The American Housewife vote for Shelvador is at flood tide. Sincerely, 
. Dealers are profiting as never before. Surely—Now is the time LEN Ly 
t to tie up with the leader! ae ERLE rag ceoums 





T H E CROS LEY RADIO CO iS POR ATIO x ALL MAKES OF RADIO SERVICED 


POWEL CROSLEY, Jr., President CINCINNATI 
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1 MILLION MORE 
FRIGIDAIRES 


have been sold 


than any other make |! 


that Frigidaire outlets are profiting 
handsomely by the greatest public ac- 
ceptance ever awarded any refrigerator e 


@ The men who sell Frigidaire in the field are setting 
new marks of achievement this year. They are climbing 
with Frigidaire to new peaks of leadership. 

We are proud of this overwhelming leadership. Not 
alone because of the supremacy in sheer numbers which 
it represents. But because it signifies that we have 
kept faith with our original aim and principle—to 


make not merely a good refrigerator, but the world’s finest. 
«One and one-half Million More Frigidaires than any 
other Make” is to us a deep tribute of confidence from 
the buying public. And an inspiring reminder of record- 
breaking sales accomplishment by Frigidaire outlets 
everywhere in the world. 


FRIGIDAIRE CORPORATION, Dayton, Ohio t 


IGIDAIRE 


GENERAL MOTORS 











